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How are you fixed for 


It’s the big silver season...better check your stock! 
Neca seem 


1B47 ROGERS BROS 
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| MAKE EATING FUN FOR THE LITTLE OES | 


Got enough Travel-On Special Sets? People will be in for Travel- Ready for the run on Juvenile Merchandise? An assortment of 
On Contest Entry Blanks...and for a look at this special value. gift ideas—from infant feeding spoons to a six-piece Step-Up 
It’s a 52-piece set for 8, with two extras: 8 grapefruit spoons Set. Retail prices from $1.50 to $8.95. Permanent wrought 
FREE and an $18 Deluxe Drawer Chest for only $10. iron display is FREE with the No. 101-14 unit of 23 pieces. 


Have you wrapped up your Gift Items? All serving pieces, in How about holloware? Al] pieces of beautiful 1847 holloware 
1847 Rogers Bros. OPEN StLOC I listing , attract neavy Christmas are always Important in tne gift department. And this is the 
buying...especially with a range of prices from only $2.75 season to be jolly well sure you have the selection your custom- 


Te “atail > 4 »» have 1m +x — rand feat, riche t . ¥ . , . . 
to $6.50, retail. Better have plenty on hand! ers want. Check with your Approved Wholesale Distributor 
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Walliam Levine Announces 


A NEW 
VITAL SERVICE 
for JEWELERS 








GLOBE 
MERCHANDISE 
TRADING CORP. 


Opens the door to 
Unlimited Prospective Jewelry Buyers 
throughout the world! 


Brings to your door 
Jewelry Availabilities from Unlimited Sources 
throughout the world! 


The services of the Globe Merchandise Trading Corporation can 

make the world your supplier—the world your market. 

To buy or sell—diamonds or other jewelry at the right price—it is all a matter of bringing 
together the right buyer and the right product. 

The Globe Merchandise Trading Corporation will act as a clearing house bringing together 
buyers and sellers of jewelry, no matter where they are located. We will find a buyer for 
your diamonds or other jewelry that cannot be sold through your normal channels or we will 
find, at any time, the exact items you are seeking at a fair market price. 

There is never a possibility of loss as all merchandise is fully 

insured while in transit or in our possession. 

A new folder containing detailed information on the Globe Merchandise Trading Corporation— 
who we are—how we operate—and how you can benefit—has been sent out. If you have 
not received your copy write us today. It will be sent to you by return mail. 


For Complete Information Write 
GLOBE MERCHANDISE TRADING CORPORATION 


Division of William Levine and Company 


29 East Madison Street ¢ Chicago 2, Illinois 
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NOVEMBER 1959 
Sprays of diamonds flash over gold 
waves in our cover girl's “Seabreeze” 
brooch. Created by Lindemann Jewelry 
Co. of San Francisco, the piece was a 
prize winner at the Diamonds-Iinterna- 
tional Awards show. The hand-textured 
14-karat yellow gold waves are held by 
a single band paved with diamonds. 
Story and pictures of the diamond show 
on pages 50-55. Speaking of diamonds, 
don't miss J. Edgar Hoover's article, 
"Guard Those Diamonds,” on page 66. 
And you'll get some valuable tips on 
“Energizing the Service Department’ 
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GENTLEMEN! A PROPOSAL! TUTTLE STERLING, 
THE MOST COVETED FRANCHISE IN FLATWARE, 
MAY NOW BE AVAILABLE IN YOUR TOWN!!! | 


ADD QUALITY TO YOUR ASSORTMENT 
Exceptional craftsmanship, platinum tone 
finish, unusual heavy weig! e Tuttle 
Sterling first choice of discriminating 
customers. The only American sterling 
that’s date-marked in the royal tradition. 


FEATHER EDGE, $52.56 


If you are interested in this excep- 


ADD PRESTIGE TO YOUR STORE 
The name Tuttle is the most distinguished 
of its kind. Its lineage goes back to 19th 
century New England. Today, its appear- 
ance, luxurious style and price give it 


prime appeal for selective customers. 


CREST OF ARDEN, $39.75 


ADD EXCLUSIVENESS TO YOUR STORE 
Tuttle franchises are offered only to a 
limited number of dealers throughout the 
duntry. Exclusive patterns, exclusively 
ours, will direct more customers...more 
sales to your door from a wider area. 


Inquiries into the availability of an 


exclusive Tuttle Sterling franchise 
in your area will be investigated 
as quickly as it is possible to do. 


tional line, we suggest that you 
write today to Sales Manager, 
Tuttle Sterling, Wallingford, Conn. « 


UTTLE@STERL 





ANSON ORIGINALS —OFTEN COPIED—-NEVER EQUALLED! 


palin: 
Twin-Lock Ident Bands 
and Key Chains 


Two items that build jeweler’s profits with new ideas 


THE LOOK 
THE TOUCH 
THE QUALITY 
THAT SAYS “JEWELRY” 


Men’s Twin-Lock Key 
Chain with Detachabie 
Key Holder... ... $§.00 
Goid piate +8460BK8 
Rhodium 2B460BK9 


Men's Heavy Sterling Sitver 
Twin-Lock ident... $16.50 
Reguiar #8760CS5 (R) 
Large 2£8760CS5 ({L) 


ANOTHER NEW ANSON ORIGINAL — our Twin-Lock Key BECAUSE THEY ARE OBVIOUSLY SUPERIOR to any 
Chain with detachable key holder. Combines real “newness” other ident on the market today Anson new Twin-Lock 
with the traditional quality jewelry appeal you're always idents are easy to sell. The new, improved Anson I win-Lock 
looking for. A handsome piece of jewelry with a new idea! makes them easier to put on and take off than all other 
“Click” the keys come off the chain — “click” they're back idents. If you want to grade up (and make a good profit) 
again — easily, securely. In 12K gold filled, sterling silver, feature Anson’s sterling silver and gold filled Twin-Lock 
gold plated, or rhodium finish, from $5.00 to $15.00 retail. idents for men and women. From $10 to $18.50 retail 


Order from any of Anson’s 70 authorized distributors who sell to retail jewelers only. 


Vim THE JEWELER’S LINE... FIRST WITH TRULY NEW IDEAS 


ANSON, INC., 24 Baker Street, Providence 5, R. I. 


In Canada: Anson Canada Ltd., Toronto 
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another big advantage you get with K&B... 


INFINITE VARIETY OF FASHIONABLE 
DESIGNS! 


aoe neces va v6" — these 12 findings can 
a9 produce 36 ring styles! 
y Ss 


nk No. 47079 


our hundreds of 


No. 106/47079 
Wed. Ring No 45 47079 ‘lock 


findings will produce 
thousands of styles! 


We offer manufacturers, jobbers, 
wholesalers of diamond rings the easiest, 
most economical means of producing a 
larger, more beautiful line of rings. 


Remount business, too, can be handled 
with a minimum of stock of findings 
because of the great variety of styles 
possible with few components. 


And remember. Quality is basic with 

K &B products. Our tradition of striving 
for perfection in every detail is our 
constant guide. A “Perfect Finding” 
makes a finer ring. 


No. 190 47067 
Wed. Ring No. 48 47067 


Mr. Jeweler... 


Mountings are a key motivating factor in 
your diamond selling. A fine diamond 
deserves a K & B mounting. 

All others need them. 


honk No. 47089 No. 162 47089 
= , Wed. Ring No 48 47089 


NEWEST CATALOGUE? 
If you are a manufacturer, — 


wholesaler or trade repairer o 


i d ha sived 
saa telat caidas diem we CRS) 136 W.52nd ST., NEW YORK 19, N. ie 


line on your business stationery. Cr) </ OFFICES IN CHICAGO AND LOS ANGELES a 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 





First new engraver in years: 
ENGRAVOGRAPH GTx 


A new heavy duty engraver of sturdy dovetailed construction, specially 
designed for the retail and manufacturing jeweler, and the trophy industry. 


SO SIMPLE 


TO OPERATE 
Everybody, +“ 


. G RA VES and we mean 
everyb 
ERYTHING can be nes 


from the sm 
allest 
charm ” engraver, on 
Revere radi ? fracer-guided 
Engravograph 


SEE IT NOW! 


For a free demonstration, contact your New Hermes 


representative or write for catalogue. 
154 West 14th Street, 


MA@W MEMMVES Encraving machine corp, 1° ex's se 


KEYSTONE, NOVEMBER 1959 





“The Man Who Grows 
Emeralds,” Carroll F. Chatham, 
has a carefully guarded secret. 
It concerns the methods used to 
erow the world’s newest jewels 
...Chatham Cultured Emeralds 
and Rubies. However, it is no 
secret that jewelers across 

the nation who have 

included Chatham Cultured 
Emeralds in their precious 
jewelry departments have found 


them to be most profitable. 


Because Chatham Cultured 


Emeralds have been 
nationally featured 
on radio, TV and 
in magazines 
and newspapers, 
consumers 
everywhere are 
asking to see and 
know more about 
this beautiful, 
translucent green 
jewel. Show it to them. Send for 


a memorandum selection today. 


CULTURED GEM STONES, INC. 


580 Fifth Avenue, New York 36. N. Y. 
A Division of Ipekdjian, Inc. 
In Canada: Gem & Jewel Distributors 
400 St. James Street, Montreal 
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it'll be introduced on The Watchmakers of 
Switzerland’s Network Television Spectacular 
Sunday, Nov. 29, NBC 8—9 P.M., E.S.T. A one 


hour TV Show will introduce America to this talent- 


y 


packed record album. It's a collection of 12 of America's 


and played by the artists wno made 


greatest hits sung 
f Be , — D te a - 
them famous! The collection’s the official choice of the 


National Academy of Recording Arts and Sciences 


it's a wonderful value at $3.98 ... but your 
customers can get it for just $1 plus a coupon 


that they get at your store! A great traffic-builder! 


; . : r ; 
But it's only part of a big new promotion, that follows 


~/ 


right behind the Swiss Vacation Contesf. 
Advertising on the Spectacular will sell 


quality watches! Dramatic commercials on this show 


will hit hard against cheap watch competition. They will 


the quality watch as the only worthwhile watch. 


iW avunimim + a ; ] . casi 
vill explain what a quality watch is. And they will 


; ’ ' ' 
. : iryys ~\ ’ , ; cae , c+ 
e jeweiry stores and other quality watcn stores 
oniy places to buy watches. 


Newspaper, magazine and radio adver- 
in support of the TV Show and 


tising, too! Working 
| cord promotion in your store wil full page 


ed 


a heavy 


record coupon and 


oy , arth ctary! 
¥ Yywsiuii ory y 


Use your sales-building kit! There's ; 
promotion. Make sure yc 
ay Materia 
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The Watchmakers of Switzerland 





YOUR NEWEST 


OUTLET 
FOR PROFITS 





~ & GUARANTEED 2 
or rve Y 
RQ YEARS XK 


SALES WITH THE PROFIT “PACKED” LINE OF 


HEAVY DUTY SUPER “200” 


The world’s most powerful 

rechargeable flashlight gives hours 

of bright dependable light from each charge. 
Has built-in Alnico® magnet — luminous switch 
Gift boxed. Adapter for auto charging available 
Nationally advertised ot $9.95 


POCKET-PURSE SIZE LIFE LITE 


This is the popular, all 

purpose rechargeable flashlight 

that has sold well all over the 

country. The modern, slim design 

appeals to men and women 

of all ages — makes a 

wonderful gift-promotion 

item. TWO MODELS 

Masculine — Gray & Gold, 

a Feminine — Pink & Gold 
Gift Boxed. Nationally Advertised at $5.95 


0 Lilo 


RECHARGEABLE FLASHLIGHTS 


The flashlight that NEVER NEEDS BATTERIES is now available 
in two models, two prices, three styles to appeal to all 

your customers. They are nationally advertised, beautifully 
designed and individually gift boxed. 

All models of Life Lite® have hermetically sealed power packs 
that never need replacement. If the beam becomes dim, 

the user merely plugs the unit into an ordinary 110V 

AC outlet to recharge. Life Lite® can be recharged over and 


over without harm of overcharging — will never leak or corrode. 


FOR COMPLETE PROFIT—STOCK THE COMPLETE LINE 
. DISPLAYS FOR 
* COUNTER 
* WINDOW 
> WALL 


Colorful, eye appealing displays, complete with electrical outlet, are available 
for both price ranges, the $5.95 and the $9.95. They help you sell by showing 
the Life Lite to best advantage, and with the outlet you can show how easy it is 
to recharge the flashlight. 


WRITE TODAY FOR FULL DETAILS AND PRICES 


Gulton Industries, tnc.,Metuchen, N.J. 








Easy Sales.... 


our WIDE WEDDING RING promotion 


@ 12 best selling styles combined into one sensational 
promotion unit that will give you the fastest turnover of 
any rings in your store! 





@ Hand-carved, faceted yellow and white 14K gold 
two-tone combinations. 













@ FREE This eye-arresting 3-dimensional pink 
and grey velvet covered window displayer. 


@ FREE Established factory resale 
price tags that guarantee a high, 
healthy mark-up. 


@ And remember— Polishook 

service is always depend- 
able .. . 24 hour delivery 
on “‘specials.”’ 


) 1 profitable 
See this and hundreds of othe profitable 


aft with the 
ich rT tions. Sell and profit wt 3 
ac ae LLOYDS OF NEW YORK”’ and “FIDELITY .-- Display only available 
OK LINES: * | _— ith 12 styles illustrated. 
pou ; »_ment rings, wedding rings, stone rin$>» with 12 styles illustrated 
ally-known diamond engagemen . se Your total cost only $193 
is “EVERYTHING IN RINGS 


nation 
aby rings — 
fraternal rings, even baby ring 


K. POLISHOOK & SON, Corp. 


216 East 45th Street, New York 17, MUrray Hill 7-1664 
Manufacturers of “Everything in Rings” Since 1898 
Featuring the Trade Names "Lloyds of New York” and “Fidelity” 
CHICAGO OFFICE: Heyworth Building, 279 E. Madison St 


There is a Polishook Salesman 
in your territory. .. 
Write today and we'll send him 
fo see you. 


PHILADELPHIA OFFICE: Jefferson Building, 1015 Chestnut Sr. 





f Yliame-: 


Automatie Baby Food Warmer—warms food 


and keeps it warm ll throu rh feeding! 


Wital Hlalislics: 


— 
+ 


Fixes baby’s meals faster, easier. 

Food can’t overheat—always warmed Just right 
New sealed-in warmth keeps baby’s dinner 
warm to the last spoonful. 

Completely safe: uses no hot water, cord 
disconnects before feeding. 

Goes into dishpan or dishwasher for washing. 
Can’t tip or spill—suction bottom. 


z Smart new shape—all foods in easy reach; each 


section holds up to a jar of baby food. 
Pink or blue, attractively decorated. 


« 


Handsome gift pack—Baby Food Warmer. 


) (¢ 
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With enthusiastic mothers and grandmothers! 


m+ 


Srlvoduced: 


In GOOD HOUSEKEEPING, PARENTS’, 
MY BABY and YOUR BABY—and widely 
announced with welcoming Publicity. 


A BOON TO MOTHERS AND BABIES 
A GREAT NEW PROFIT ITEM FOR YOU! 


‘ *) ° ‘ 4 ‘ ’ 
General Electric Company Bridgeport 2, Cont 


Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 





‘“SAMPLER’’ SHOWING OF A SELECTED GROUP FROM OUR COMPLETE LINE OF RING SHANKS 


Series 686 


6964 


6913 6977 


Series 686 
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| vy 
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4397 4398 4396 


BY-PASS SHANKS: Those by-pass shanks that are marked 
with an asterisk may be ordered in a single metal or in 
combinations of 14K Yellow Gold and Jewelry Palladium. 
Shanks marked with two asterisks may be ordered in com- 
bination and with Jewelry Palladium on either right or 
left side. 


. . 7 * * . a ° * * as * * * * 7 * . 


“SAMPLER” SHOWING: Here is an important “sampler” 
showing—a selected group from our complete line of ring 
shanks. You can choose any of these designs safely—they 
are all proving most popular and profitable for the trade. 


6914 


6973. 6919 


6918 6957 6957X 6967 6972 


6930 6925 6922 6959. 


Series 721 
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3 4355 4356 
Series 723 

N 
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4395 4393 4392 


Needless to say, you have full assurance of quality of 
metal, and finish—because they're Baker-made! 

Our ring shanks are available in your choice of Gold, 
Jewelry Palladium and 10% Iridium Platinum. It is good 
business to have a stock on hand. 


BAKER SETTING DIVISION 


850 PASSAIC AVENUE © EAST NEWARK NEW JERSEY 
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free-fic ating rivet 


, STAINLESS STEEL is the Baldwin Inside 
Story — 100% stainless steel construction 

inside (and outside), for the superb, 
long-wearing performance of every Baldwin Band. 

. Inside, too, are 90 free-floating 
rivets, allowing top and bottom liners to 
move freely in any direction — 
Baldwin's exclusive Total Flexibility. 


To prove the Inside Story, every Baldwin Band 
tested by a leading independent laboratory 
} Colele mel em com ell lalt-iellsl-an c+) 6m -100Ih'7-1 1-16) ance) 
68 years of hard wear, still working smoothly 
when the tests were done. 


It's the Inside Story that backs up 
Baldwin's unique guarantee — immediate 
no-questions-asked replacement. 


Ask your wholesaler for 
illustrated brochure. 


“patent pending 








a 
Lsaldwin Bracelet Corp. 


22 West 48th Street, New York 36, N. Y. 





America’s lowest 


keystone...on the 


new low-priced line 
of CROTON Watches! 





THE CRUISER — Waterproof* 17-Jewel Swiss. Shock resistant. 
Anti-magnetic. Chrome plated top, steel back, unbreakable 
balance staff and mainspring. Strap. 

Keystone — Retail 


$24.80 $19.95 


THE CATALINA — Waterproof* 17-Jewel Swiss. Shock resistant. 
Anti-magnetic. Chrome plated top, steel back, unbreakable 
balance staff and mainspring. Strap. 

Keystone 

$24.80 


17-JEWEL SWISS MOVEMENT 
NATIONALLY ADVERTISED 


Sure, $19.95 is a realistic price for your customers. But 
how about you? Why pay more and make less—when you can 
pay less and make more! CROTON gives you a fine Swiss 
17-jewel nationally-advertised watch—with waterproof*, 
shock-resistant, anti-magnetic features — priced from 
$19.95, and still offers the lowest Keystone in America! 


THE CATALINA/B — This luxurious watch, with all the same 
practical features women look for, plus the added beauty of 


quality stainless steel expansion bracelet. Keystone Retail 
$26.80 $24.95 


THE CRUISER/B — The same slim lines and all the appealing 
sales features, plus a luxurious stainless steel expansion bracelet. 
. Keystone Retail 

$26.80 $24.95 


All watches delivered Boxed, ready for immediate delivery. 





TAKE ADVANTAGE OF THE LOWEST KEYSTONE 
IN $19.95 17-JEWEL WATCHES! 


Here s the line that can 
ll Croton Watches 


carton and 


turn dol 


- 
are delivered ¢ 


vyuarantee certificate 


CROTON WATCH CO.. INC. 
104 Park Avenue South, New York 16, N. ) 


Pl ise send me imme liately he fc imowine |} 
OUANTITY WATCH 


Cruiser (with leather strap) 

Cruiser/B (with expansion bracelet) 
Catalina (with leather strap) 

Catalina/B (with expansion bracelet) 
Golden Corsaire (with leather strap) 
Golden Corsaire (with expansion bracelet) 
Golden Lady 2/D (with cord) Wht. Yel. 
Golden Lady 2/D (with brac.) Wht. Yel. 


i UTTIS into dollars! 


omplete with box. 


26.80 
24.80 
26.80 
29.80 
31.80 
29.80 
31.80 


nd. we 


ee 


REYSTONE 
$24.80 


RETAIL 


not. send check with ordet 


$19.95 


24.95 
19.95 
24.95 
29.95 
39.95 
29.95 
39.95 











BE THE FIRST 
TO OFFER THESE VALUES 
IN YOUR NEIGHBORHOOD! 


No Postage Required — Rush your Order! 


'SINESS ‘PLY MATII 
BUSINESS REPLY MALL 
NO POSTAGE STAMP NECESSARY IF MAILED IN THE UNITED STATES 


CROTON WATCH CO. 
104. PARK AVENUE SOUTH 
NEW YORK 16, N. Y. 


THE GOLDEN CORSAIR — Waterproof* 17-Jewel Swiss, in natural 
gold color case, stainless steel back. Shock-resistant. Anti- 
magnetic. Unbreakable balance staff and mainspring. Strap. 
Keystone Retail 
~ $29.80 $29.95 


THE GOLDEN LADY—2 Diamonds. 17-Jewel Swiss, in natural 
gold color or white case. Steel back. Cord. 
Keystone Retail 


$29.80 $29.95 


only’ )Q” 


17-JEWEL SWISS MOVEMENT 
NATURAL GOLD COLOR DESIGNS 


Jewelers know the magic appeal of a gold color watch. 
Particularly with a low retail of just $29.95, the price 
level most-demanded by your customers. And your profits 
will be everything they should be! Just note the attrac- 
tive Keystone prices offered in this new CROTON series. 
Make the most of these great promotional watches! 


THE GOLDEN LADY/B — 2 Diamonds. With natural gold color 
or white expansion bracelet. Keystone Retail 


$31.80 $39.95 


THE GOLDEN CORSAIR/B — With natural gold color expansion 
bracelet. 
Keystone Retail os f% 
$31.80 39.95 ip 


= 
a 





*Providing case unopened, crystal and crown intact. 


FINE WATCHES 


CROTON Watch Co., Inc. 404 Park Avenue South, New York 16 








CHURCH & COMPANY 


Manufacturing Jewelers 


MART... 


These handsome men’s 
rings by CHURCH & 
COMPANY have all 
the desired splendor 
and magnificence .. . 
yet their boldness is 
tempered by a design 
magic that keeps them 
in strictly good taste. 


5142-l0kt yellow gold 
ring with sardonyx, 
onyx, onyx and dia- 
mond, or bloodstone. 


5141-14kt yellow gold 
ring with synthetic 
sapphire, garnet, ame- 
thyst, topaz quartz or 
synthetic ruby. 


2 Garden Street, Newark 5, N. J. 
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“Melanie,” Wallace’s new sterling flatware 
pattern, features smooth-flowing design, has 
air of classical symmetry. Six-piece place set- 
ting, $38.75, FTI. From Wallace Silversmiths, 
Wallingford, Conn. 


Pe ey ey em 


Speidel’s “Golden Ingot” band has buckle 
closing, adjustment feature hidden beneath 
the buckle. $12.95 FTI. 


Schick’s “Crown Jewel” ladies’ shaver has 
rhinestone ornament, comes in velvet-lined 
box. $17.50 retail. 


Sterling silver medical medallion comes as 
neck piece, bracelet or key chain; can be 
marked with blood type, allergies or other 
pertinent information. From Walter H. 
McKenna Co., 700 Prairie Ave., Providence, 


mI. 
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Christmas is a most important Holy Dap re 
in the Church calendar HR 


4¥% 
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In the rush of “commercialism” at the 
Christmas Season, let us not forget the 
deep religious aspects of the Day. 
Churches will do their best to generate 
appropriate observance —and those 
jewelers who remind their customers 
that a religious item may be an appre- 


ciated sift will be thanked. 


Catamore Rosaries in kt. gold 
often sell best during the 


Christmas Season. 


Ask your Wholesaler 
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WEATHER INSTRUMENTS 


QUALITY + ACCURACY + STYLING 
No. 946 CLIMATE METER—$12.50 Retail 


COMBINATION 


HYGROMETER AND THERMOMETER 


The proper humidity and temperature are neces 

sary for healthful and comfortable room con 

ditions. This outstanding instrument com 

bines the Lufft precision ‘‘Durotherm’’ 

hygrometer and a properly designed 

bi-metallic thermometer, so that you 

can see at a glance if your room has 

healthful, comfortable humidity and tem 

perature. This instrument is designed so that 

the two indicator hands should be, if possible, in a 

Straight line for the proper relationship between tem 
perature anc humidity. 

Attractive satin-finish brass case can 

hang on the wall. Size: 4\a"* x 4¥%a"' x2 


a + 


either stand or 
1 4 oo 


——— SS 


773H—Barometer-Thermometer-Hygrometer—$30.00 Retail 
. 773U—Barometer-Thermometer—S8 Day, 7 Jewel Clock, $45.00 Retail 
t uutstanding trio combines thr instrument 
nd gold-finished meta! frame AY inusual gift 
lition for des table. or mantle mn x 3%" 





he many new models, this ee precision 


ed : heautiftul tort s¢ snel da 
rative and usef The ideal ad 

or ot eV gu f precision weather 
outs Auftt istruments—-the quality 


US & MPANY, INC. 


] 10 EAST 23rd ST, NEW YORK 10, WN. Y. importers — estasirsweo 1869 


Exclusiue U.S, Agents for Luffi Instruments 





for the 
customer 
looking for 
beauty... 
but mindful 
of cost 


A brilliant stone, next in hardness to a diamond 
(minimum guaranteed hardness—9 on Mohs Scale), 
scientifically produced, quality and color guaran- 
teed for a lifetime. Stocked and available in all 
shapes, 2 pts. to 25 carats. Write for free supply 
of folders and display for counter use. 

*Reg. U. S. Pat. No. 595517 


WALDERITE - 580 Fifth Ave., N.Y. 36, N.Y. + JU 6-0459 





First Desk Set with 
$1.00 features for.. 


Truly a handsome, well made set, with your 
cold imprint (5 lines maximum in block, seript 
or italic) on base, plus Free gift box. Min. 
order, 100. t-col. Newspaper mat sent free 
for your promotion uses. 

Several ways desk set is being used: 


TO OPEN NEW ACCOUNTS. TO RE- 
OPEN CLOSED ACCOUNTS. OLD CUS- 
TOMERS NIGHT. BUILD UP REPAIR DEPT. 
CHRISTMAS GIFTS TO CUSTOMERS. 
Refills (0¢ ea. in red, green, blue. Desk Pen 
qd base colors: BLACK—IVORY— 
RED—BROWN (or asstd.). If order 
doesr t specify color, we ship all blaek. 
Terms: Net {0 days F.0.B. Factory. 
3 wks. delivery. 


GOLDNER ASSOCIATES 


P.O. Box 2703, Nashville, Tenn. 


.. only 


25 a. 


In Hundred Lots 


Shipment 
prepaid if 
check accom - 
panies order. 
Write for 
FREE 


sample. 











They're New... 


clock has 20-inch diameter, 


numerals on black 
In black wrought iron, 


Electric wall 
raised 
spun gold finish dial. 
$13.95 retail; in polished brass, $14.95 retail. 
Irom Lux Clock Mfg. Co., Waterbury, Conn. 


gold background, 


“world’s 
‘Phono- 


record 


912 the 
AM/FM 
}-S pe ed 


model 
hi-fi 
automatic 


Emerson calls its 
first portable 
radio.’” With 
changer, two 
Emerson, Jersey City 2, N. J. 


stereo 


speakers. $168 retail. From 


Ladies’ “Car Caddy” is available in blue, 
white or suntan, fitted with 
retail. From Amity Leather 
Inc., West Bend, Wis. 


mirror. $2.95 


Products Co., 





$ 5 cewsts shack. OE ee ee SS heeee 2870/3 — Stun a er 
Jewels shock fashion watch— $ 95 WATERPROOF * 95 ning sun-ray ef $ 95 Smart petite 
resistant — gold / Jewels shock CALENDAR watch fect— 7 Jewels fashion watch— 
COl0 ae shock-resistant 7 Jewels shock 
; Suggeste ed Suggested 
Reta 


t 
Olor, stainless resistant — gold / Jewels 
fe 


pe ong ee! back—full uggesied = color, of chrome Suggest shock-resistant Suggested — gold color : resistant — 
‘etal luminous figure neta top — also with Retail — gold color Retail Stainless stee! - — gold color 
dial—sweep second—fine leather bezel in black, aqua or red—black Stainiess steel back—sweep sec- back—black suede strap. 2870/1 Stainless steel back—black suede 
Strap. 2700 /3B — same with ex- suede or matching color straps ond hand — luminous dial — alli same with chrome top $14.95 strap. 2838 /3—same with white 
pansion bracelet $13.95 Specify colors. gator strap dial, gilt indexes $15.95 


"Provided Case, Crown and Crys 
tal remain intact 
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“*only the best quality pin 
can be the jewelers logical choice 


= Jean Louis Roehrich, Hor- Here are the facts behind Mr. Roehrich’s article: Oris has been 
awarded 1,449 certificates...nearly all of them with “especially 
good results’, meaning daily variations of less than 15 seconds, 
National Jeweler: “Only the best when tested in five positions at various temperatures over a 2 
week period. 
It is now an accepted fact that jewelers must bid for their right- 
ful share of the great popular price watch market. Only the 
Swiss manufacturer long special- 7 jewel ORIS—sold, accepted, and recommended by jewelers in 
96 countries throughout the world—is suited to the prestige 
and quality character of the jeweler’s business. 





ological Editor wrote in 


quality pin levers can be the jew- 


eler’s logical choice...a large 


izing in pin levers, has presented 


his products to the Official Test- 
ing Office, obtaining remarkable quality In pln @ levers means 


results...a definite promise of 
satisfaction...from a product 
which is best in its class...307 
watches received certificates, all 
but 5 with especially good results?” 34 


© prices do not include federal excise tax 


A few sales territories still available. ORIS WATCH AGENCY, 15 WEST 37th ST., NEW YORK 18, N. Y. 


We will gladly design 
your own specialized 





BOX COMPANY) 





523 MT. HOPE ST. 


MEN’S, LADIES’, AND CHILDREN’S WATCHBANDS AND EXPANSION IDENTS 


° ATTLEBORO FALLS, MASS. 


POPULAR 
EXPANSION 
BANDS 


Good looks, rugged construction 
and the versatility of adjus- 
table sizing makes Watch- 
bands a fast moving sales 
leader everywhere. 


Here care the popular features 
your customers are looking 
for. 


"Sleight of Hand" Sizing. No 
tools a flick of the 
fingers and a link's out... 
another flick, it's back in. 


Most men's numbers in our line 
are available with this con- 
venient sizing feature in 
gold filled and = sterling 


NORTH ATTLEBORO, MASS. 


WATCHBANDS INC. 




















T hey re New... 
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“Wyoming” is self-winding, comes in stain- 
less steel with 18K gold raised markers. $97.50 
FTI. Mido Watch Co.., DSO Fifth Ave., 


New 


From 


York. 
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Diamond ring features four center stones 
set at an angle among curved setting of dia- 
monds. From Goldstein-Gerson Co., 130 W 


46th St., New York. 


has travel iron handle, ball 
bearing rollers. Iron operates on AC or DC 
current. $29.95 retail. From Ever-Wear, Inc., 
1210-20 S. Morgan St., Chicago. 


“Weekender”’ 


JEWELERS’ CIRCULAR-KEYSTONE 





New Indoor-Outdoor Maximum-Mini- 
mum Thermometer shows highest and 
lowest outdoor temperatures since the last 
reset, plus the present temperature. Also 
shows indoor temperature. Solid mahog- 


any, brass finished trim. #5323, $19.95. 





“Consul” Combination Barometer gives 
forecasts, temperature, humidity. For 
home or in the office. Smart plastic case 
comes in choice of cloud gray on a gun- 
metal hase #2583, or chocolate brown 


#2584. $9.95. 


 Holid ay Torecast: 


A green, prosperous Xmas 


for Taylor Dealers coast to coast 


Exciting ads in THE SATURDAY EVENING POST, PARENTS’ MAG- 
AZINE and SPORTS ILLUSTRATED will soon bring a flock of shop- 
pers to your store looking for Taylor gifts like these. Greet them with 


Herman the Reindeer on his Christmasy counter card (free for the ask- 


ing) and be sure to feature a good array of these Taylor values. Taylor 


Intrument Companies, Rochester, N. Y., and Toronto, Ont. 


“Statesman” Pendant Barometer, newest 


and most handsome version of an always- 


popular traditional style, makes a very elegant 
gift. Genuine solid mahogany case, 21%" x 
714”, with polished brass finial and bezel. 
Recessed thermometer tube. Smaller bottom 
dial for relative humidity readings is a plus 


feature. +2496, $25.00. 


“Americana” Barometer features well- 
known STORMOGUIDE* dial, plus ex- 
clusive reminder wheel. In handsome 
Syrocowood case with finished eagle to 
give an authentic touch of Americana. In 
red mahogany wood grain #2497, or in 


smart new nutmeg brown #2498, $17.50. 





Window Thermometer, Deluxe dial type 
model in striking red and black weather- 
proof Plexiglas case; decorative simulated 
wrought-iron bracket #5345,$2.88. With 
plain bracket, in black and white or two- 
tone green, $1.98. 


*Trade-Mark 





GRIPTITE, with extra threads 
in the ring plate, meacs 


@ Faster, easier, 
tighter assembly. 


Perfect ring alignment. 


* 

@ No twisting or turning 
of individual rings. 

€ 


DUAL RING LOCK 


with EXCLUSIVE Single Screw Closing 
You have only one stainless steel 
PILOTED screw to close. 
Asst. +53-680—1 ea. of 6 nos., 14 kt gold, yellow 
and white, in plastic box $8.40 


Asst. +53-690—1 ea. of 6 nos., gold filled yellow 
and white, in plastic box $4.95 
Refills available in separate sizes. 14 kt... $16.00 doz. gold filled.....$10.00 doz, 


a4 





FREE with every ukiPTITE assortment 
@ an extra-long blade screwdriver. 
@ an attractive 2-color window display. 





PAY LESS! GET THE FINEST 
Order GRIPTITE DUAL RING LOCKS 
today from your material supply house. 


856-314 .00'K 
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1311-$10.00K. 
1354-$32.00x* 876~—$24.00 x. 


aee> WILLIAM & SIDNEY SPECTOR unc. 
“oS mporters of cultured pearls and 
manufacturers of cultured pearl jewelry 
Write for Brochure 
22 E. 49 ST., N.Y. 17, N.Y. Plaza 3-2032 


‘STOPWATCH SINCE 1860 


news trom 


This world famous maker of timers 
and chronographs for sports and in 
Gustry celebrates 100 years of prog- 
ress with a new policy — direct sales 
from factory fo selected outlets 
riever has established one of the fir 
est service laboratories — using the 
most modern horological equipment 


UNCONDITIONALLY GUARANTEED 


REPAIR SERVICE 


SPECIAL trade rates are available 
for factory reconditioning of all types 
ond makes of timing instruments. All Special Trade Discounts on Quantity 
repairs are under the supervision of Orders. Write for Free (00th anniver- 
selected Horological engineers sary ‘‘Hever Century Timer’’ catalog. 


Sales and Service in the U. S. solely and exclusively through: 


HEUER TIMER CORP., 441 Lexington Ave., New York 17, N. Y. Tel. OX 7-2156 





‘“‘Gloucester” desk set (416) features ther- 
mometer, barometer, and relative humidity 
indicator. Mahogany stand. $20 retail. From 
Swift and Anderson, 952 Dorchester Ave., 


Joston. 


Black suspenders have 14K gold _ buckles 
and adjusting loops. Matching garters are 
available. Either set, $90 Keystone. From 
Chas. Gold & Co., 36 W. 47th St., New York. 
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J-B’s “Sherwood” men’s hand (7024-V) 
comes in yellow gold filled with straight or 


curved ends. $7.95 FTI. $6.70 Keystone. 


“Crown Varaflame” gas-powered table 
lighter has adjustable flame, is said to light 
for over a year on one fueling. $19.95 retail. 
From Ronson Corp., Woodbridge, N. J. 
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Christmas Televisio 


TRAVAGA 


THE 


FRANK SINATRA 
TIMEX SHOW 


Starring FRANK SINATRA 
and a special array 
of exciting guest stars 


MORE PEOPLE BUY | IMEX THAN ANY OTHER WATCH IN THE WORLD 


3/2 Pare Avenue, New York 22, New York « 1300 Jane Street, Toronto 15, Canada 


JEWELERS’ CIRCULAR-KEYSTONE, NOVEMBER 1959 
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DISPLAY 


SOQJLi FILLED 
this Christmas! 


GOLD FILLED MANUFACTURERS ASSOCIATION 
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G. Richard Ware, Ware Jewelers, Newton, Mass., says: 


“‘We’ve increased our sales area 
with Yellow Pages advertising!” 


“We not only advertise in the Newton 
Yellow Pages, but also in the Boston 
directory. It has meant increasing our 
market and sales. 


“For example, a gentleman who had 
just flown in from the West Coast 
and was staying at a nearby country 
club, wanted to purchase a series 
of silver cup trophies. He had never 
heard of us. But when he opened the 
directory, he spotted our ad. That’s 
how we got his business. and that one 
sale paid for all our Yellow Pages 
advertising for the entire year. 

“Prior to advertising in the Yellow 
Pages, we didn't have as many people 
calling in, inquiring about the types 
of merchandise we carry. Fact is. we 
installed a second telephone because 
of the increased number of calls.” 


You, too, can build a quality image 
for your business, increase your mar- 
keting area, and get new business. 
Call the Yellow Pages man at your 
local Bell telephone business office 
today. He'll be glad to offer a program 
fitted to your needs. 
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Watch aster Bl gelow 4-5026 


2% WASHINGTON ST. 





DISPLAY AD (shown reduced) plus 11 other 
listings under such headings as Watch 
Repairing, Silverware and Diamonds, helps 
increase volume for Ware Jewelers. 


Nothing builds business like AWHERENESS — and nothing builds AWHERENESS 
like the Yellow Pages — the buying guide that tells people WHERE to buy. 
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JEWELERS 


| They're New... 


Traditional presentation chal- 
ice is sterling silver with 24k 
gold plating. Set with 
thysts and garnets. $700 retail. 


alme- 


From Ecclesiastical division, In- 
ternational Silver Co., Meriden, 
Conn. 


“Autowind Thor” is from 
Gruen’s new “Atmosphere 20” 
series, has 17-jewel movement, 
is self-winding, waterproof and 
non-magnetic. $89.50 FTI. 


Anson’s tie chain (7360KG8) 
features Masonic emblem in 
goldplate with blue baked en- 
amel background, $3.50 Key- 
stone. 


CIRCULAR-KEYSTONI 














Introd 





4 extra diamonds set 
partially beneath the 
girdie of the center dia- 
mond add thousands of 
extra sparkling high- 
lights. Diamond looks 
larger, more brililant! 


~ Feature gio Pat. 22774231 “PF a_inc_1959 
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amass of fire... 
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a diamond in all its glory! 
DifelteliteMip4-me litem laliiicliia-M-leliate 
as never before! This new Feature-glo 


“Circle of Brilliance”* is Feature Ring’s contribution 
for today’s trend to round settings. 
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Feature OC 


130 WEST 46th STREET, NEW YORK 36, N.Y. 


WORLD'S LARGEST MANUFACTURER OF INTERLOCKING Yo 
ENGAGEMENT ANO WEDDING RINGS FOR DIAMONDS Ps 





Enjoy the pleasure of 
EASY They’re New... 


PROFIT MAKING 








COLOR SUPER 


e Unique Green-O-Matic viewing & focusing system 
¢ Automatic parallax compensation 


e Fi. 9 6-element lens defies comparison 


. features found 
only in 
MUCH MORE 
EXPENSIVE EQUIPMENT” 
says Popular : ty “Angel Pine,” stainless aluminum alloy 
Photography. ee, | Christmas tree, has V-groove constructed 
, | needles which increase the tree’s light reflect- 
H 95 | ing capacity. Trees available from two to 
PETRI f1.9 Color Super List 79 | seven feet. From Modern Coatings, Inc., 25 
PETRI 2.8 Color Super List 59-75 | | S. Wacker Dr., Chicago. 
¢ NATIONALLY ADVERTISED 


in all photo fan books 


W rite—wire—phone for extra profit deal. 


PETRI Camera Co. Inc. 
889 Broadway ° New York, N. Y. 








—(\-5 FANCY-COLORED DIAMONDS —/)\ 
S< ond Through aed 


7 “ft 
CO ATOMIC IRRADIATIONS Ons 
Your Off-Colored Stones can now be made into ee : 
' ‘ ' 66 z . 7? a¢ aS 77 > TQ Z i. b yr ft} . 
Fancy Hues. such as: Green. Yellow. Canary, Rapier features 17-jewel, anti-magneti 
) | movement with unbreakable balance staff and 
Gold, Blue, Blue-green, Red-brown, Black | | | 
| mainspring. Comes with expansion band. 


ABSOLUTELY SAFE—BEAUTIFUL RESULTS | 5 retail. From Croton Watch Co., 404 


. Pousti Ave., New York. 
20 Years of Successful 





rad ioti ons for the Trade 


Ir 
is Your Guarantee of Satistaction and Reliability 


GEM IRRADIATION ‘LABORATORIES 


Incorporated 


580 Fifth Avenue New York 36, N. Y. 


Circle 7-44II 











IT WILL PAY YOU 
TO INVESTIGATE 





Smart buyers 
know that the 
finest Pepper 
Mills carry the 
PEPPER MILLS Olde Thompson 
{ label. Be sure you 
£2 ITLET UC L's stock and sell 
leading line the finest... 
Olde Thompson. 
Mechanism 


* dj priced from $1.95 guaranteed 
ae to $24.95 








“Spartus .45” electric wall clock has metallic 
looking gun butt with white grip. From 
Spartus Corp., 2110 Walnut, Chicago. 


Write for THE GEORGE S. THOMPSON CORPORATION 
illustrated catalog 599 mission St., South Pasadena, California 
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IS WHAT TURNS 
SHOPPERS 
INTO CUSTOMERS 


The Whiting & Davis tag proves they're 
getting the real thing, genuine Whiting 
& Davis bags and Mesh-Mates® and 
genuine Whiting & Davis jewelry... 
beautiful in design, beautiful in work- 
manship and beautiful in quality of 
materials ... so that every piece you 
sell helps sell you. 

WHITING & DAVIS COMPANY, INC. 


Plainville . . . . Massachusetts 


HAND IN HAND WITH FASHION 


SINCE 1876 
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To make this Christmas your best holiday season ever, 
Hamilton has prepared its greatest sales-making pro- 
motion package. 

The eye-stopping, 4-color advertisement on the op- 
posite page, for instance: Millions of quality gift 
buyers will see it in such influential publications as 
The Reader’s Digest, The New Yorker, Sports I[llus- 
trated, National Geographic and Ebony. What is most 
important is that it directs buyers to you—the jeweler. 

[In its continuing program to support you, Hamilton 
will again alert additional millions of buyers with the 


34 
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industry's most powerful selling advertisement—an 
6-page, 4-color Christmas catalog in Coronet! Its 
theme: A gift from your jeweler. It features 31 ex- 
citing new Hamilton models—Electric, Automatic, 


Weatherproof and Diamond. 

And, for your on-target sales push, Hamilton offers 
a complete promotion package with everything you 
need to make this your best quality watch Christmas 
ever! For details, see your Hamilton representative 
or write: Sales Promotion Department, 


HAMILTON W 'TCH COMPANY, LANCASTER, PA. 


AADLD 
ABER 1 











$110: Bracelette ““B", $69.50: Cascade 


Brightest star among gifts—a Hamilton watch 


Through all the years of your love, the Hamilton watch you give this Christmas 
will express your feelings with radiance. For this is a truly fine watch, made to 
endure. Diamond... Electric... Automatic... Weatherproof—the Hamilton you 
choose will tell of your love as few other gifts can. See them at Hamilton 


Jewelers in the U. S. and Canada. Hamilton Watch Company, Lancaster, Pa. 
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b4 the gift of a Hamilton—reward of love 








The First Completely New Pen for the ‘WRITING MEN OF AMERICA’! 
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Pen Kor Men 
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THE BOLD NEW PEN 
DESIGNED EXCLUSIVELY 


FOR MEN 
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ge ok GIVE My REGARD 
Backed by hard-hitting, sales-building advertising schedules in: TO BR OaDw S 
Ay”’ 
SATURDAY EVENING POST THE NEW YORKER 
NATIONAL GEOGRAPHIC MAGAZINE 
LIFE NEWSWEEK TIME FAMILY WEEKLY 


THIS WEEK PARADE EBONY TRUE ESQUIRE ’ 











Sell the pen designed for men. 
Men constitute the biggest ready- 
made pen market in America. In 
SHEAFFER’S PFM, you've got the 
pen to capture it! 


Priced from $10.00 RETAIL Pen and matching pencil in handsome presen- 


ee ‘ x 29 tation case, from $14.95 
JUST SAY P i \. cee Pen lor \len! SHEAFFER'S 
a en ee eee ee a ra W. A. SHEAFFER PEN COMPANY « Fort Madison, lowa 


SHEAFFER PEN 
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chosen by 


JHIANI/ILTON + Uf 
for the world’s first GZ 


electric watches... the 
electric styling of 


GEME ~ 






VAY ANS Mt Oi | YANN 


> 






COLONIAL TIMES. Therich heritage of Americana incordless design. Authen- 
tic styling, majestic Federal Eagle. Antiqued gold color finish. MODEL 2D71, $49.95 


SHOW PIECE. Modern dramatic styling, cordiess design. Gleaming bezel! 
contrasts with elegant plaque in Walnut or Fruitwood finish. MODEL 2D70, $29.95. 


ready for 


Christmas selling! 


a ‘ 
\ T ” a ‘ ’ 
New Cordless 
) ic Clock 
4 ao “ , ‘ 
lectric Clocks 
tell time electrically on any wall, 
any place on the wall 
time for Christmas, General 
Electric-Telechron Clocks introduce their first 
cordless, battery-operated wall clocks. Here 


Now, just in 


are clocks that are made for gift giving because 
they’re designed for modern living. Just look 
at all these selling features. 


They’re unusual! Their cordless design means 
new freedom of decor because these clocks go 
where you want them to go. They’re conrenient 

need no winding ever, operate up to nine 
months on a replaceable flashlight battery. 
And, of course, they’re elegant in a tasteful 
way—Just like all General Electric-Telechron 
decorator clocks. Stock up now for the banner 
Christmas season ahead! 


DUTCH TREA 
Synchr nous f 


Clock 


‘Shi 


GOLDEN TIMES 
Shimmering gold-color 
tines, drar at if a 
dial. Synchrono js 
cord-type clock 


MODEL 2H68, $29. 5 


GENERAL @ ELECTRIC 
Selechion 


Clock and Timer Dept 


Prices are manufacturer’ss igqgeste ij reta: 


General Electric Company, Ashiand, Mass 


prices, pius applicable taxes 
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and salee 


LOVE,AT 
. FIRST SIGHT! 


8850TX ... in white, ivory, peach, 
gray or blue plastic .. . has linings 
of fine velvet and rayon satin. 


Never before has a two ring plastic case combined such 
eye-captivating, value-enhancing appeal as this new, 
clean-lined Dennison 8850TX. 


Every angle of this modern masterpiece is aimed at 
focusing attention on the rings themselves. The 
converging slopes of cover and base ... the slant of the 
ring pad within its delicately beaded frame... the extra 
tilt given by the easel in the base! All add up to top 
attention in counter or window displays. 


Order the ring cases that help ring up sales 
from your Dennison Distributor. 


Dennison 
Helping you compete more effectively 


JEWELERS’ DIVISION * MARLBORO, MASSACHUSETTS 





LETTERS... 


AS 
DISTINCTIVE racoeenesel 


AS I read in your August issue about 
Robert Judge of Adrian, Mich., taking 
care of the town clock — and that 

DAY jewelers don’t do that any more. Well, 
here is another one that does. 

AND Soon after I moved to Centerville in 
1956, the County Auditor asked me to 

NIGHT work on the Court House clock. It had 

been installed in 1905 and was weight- 

driven until 1945, when it was elec- 
trified. 

I made and installed one 55” dial of 
Plexiglass, and am now making another 
to replace one that was broken by a 
windstorm. I replaced a broken hand, 
repainted all the hands and some of 
the numbers on the other two plate 
glass dials. 

I got it working okay, and since that 
time have oiled it once a month and 
repaired an electric motor burned out 
by lightning. To reach “the old court 
house clock,’ as it is called around 
here, I climb three flights of stairs to 
the tower clock house. (Incidentally, | 
am not an old watchmaker; [’m 37 
in good taste years old.) 
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JAMES L. WILLIS 
Rhodes Jewelry 
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for daytime Centerville, Ia. 
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or evening wear. 


h ccmbhentinn Which Watches? 
To the Editors: 

I enjoyed most of the editorial in the 
gold jewelry, October issue. However, I must take 
slight issue with your recommendation 
that jewelers carry cheaper-type 
your fashion watches along with the quality ones. 

It seems to me that, by reason of 
their low prices and the need for 
customers in mind. | quantity distribution, the cheap watch 

| must of necessity be sold in all types 
of outlets and only a small percentage 
through what we like to call legitimate 
retail jewelers. So, by stocking these 
watches and selling them, a retail 
jeweler lowers himself to the level of 
the cheapest and most un-jewelry-like 
outlets there are. 
. | This is something I do not think he 
steven, INC. | should do, for by so doing he casts 
27 West 47th Street | about these watches an aura of jewelry. 
New York 36, N. Y. A jeweler is an expert in fine and pre- 
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cious things and is recommending this 
type of watch when he stocks and sells 
it. Such a recommendation is not com- 
patible with the traditional concept of 
his position in the community. Cadillacs 
and Chevrolets are not sold by the same 
dealer. 

JAMES T. JOHNSON 
Los Angeles. 


Name in Lights 


To the Editors: 

We sure do appreciate your showing 
our store front in your article, “Store 
Fronts That Sell” [October JC-K], and 
believe me it is selling, but good. 

However, we feel that you are not 
giving your readers the complete picture 
of our store unless you show the clock 


Milton H. Gchlosser 


‘fine SFewelry 


and sign which are tied in with it and 
make it much more impressive. 
Look at the attached card and see if 
vou don’t agree. 
MILTON H. SCHLOSSER 
Washington, D. ¢ 


Idea Exchange 


To the Editors: 

Just read comment [Letters depart- 
ment, October JC-K] regarding the 
graduation clock contest. We are inter- 
ested in further information. Can you 
supply some? 

Your magazine is like a shot of ad- 
renalin; always seems to have just the 
right information at the right time to 
supplv that necessary punch to business 
operations. 

MARIE VOELTZ 
Union Grove, Wisc. 


Selling Pointers 


To the Editors: 

The article written by William Rose- 
man entitled “Ten Rules for Making a 
Sale,” which appeared in your October 
issue, is power packed. We should like 
to have 12 reprints at your very first 
opportunity. 

GEORGZ CAPLAN 
Reed’s Jewelers, Inc. 
Wilmington, N. C. 
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ON ALL PLAIN BOXES! 


FASTEST, last-minute-service is a habit with “The 
Lindley Man”... developed to give you the service 
so vital to sales at this time of year. When you 
call, “THE LINDLEY MAN” is ready, willing and 
able to meet your emergency requirements... or 
help you plan an entire season’s needs in advance. 
Combine this service with the finest boxes in the 
packaging world and you have an unbeatable com- 
bination working for you every day of every season! 


Contact “The Lindley Man”...a card, letter 
or wire can mean better service, and better 
packaging, for you and your customers. 


LINDLEY 


7 BOX AND PAPER DIVISION 
Marion, Indiana 


FEDERAL PAPER BOARD COMPANY, INC. 















Reiigious Medals — 
Crosses—Rosaries 






Cultured Pearl Miniatures 4™ 


Bracelets 


has sales-winning 
ways with the 
Whole family! 





+ Short key chains 
with various medallions 


i 
e « 


Cherm bracelets 








Girl’s profile 
charm 


Famous KOMFIT watchbands— 
(man’s style shown) 


Boy's profile 
charm 





Shown-part of the 
Sterling Silver Gift Line 





Sterling Silver 
Pill or Stamp Box 










Sterling Silver 
Letter Opener 





Sterling Silver ie teen 
Book Mark > as . 
- %, he, 
Cah og 
as 


KOMFIT WATCHBANDS ~- LADIES’ WATCH BRACELETS ~- IDENTIFICATION BRACELETS 


ANKLETS +» NECK CHAINS & PENDANTS + CHARMS & CHARM BRACELETS 
CHILDREN’S JEWELRY + MINIATURES + 14KT. GOLD JEWELRY + STERLING SILVER GIFTS 


LONG & SHORT KEY CHAINS «+ TIE CHAINS +» MONEY CLIPS + KNIVES 





Men's Identification % 


new massive styles 
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—@ 


(. 


SS 





\_# 


Ladies’ identification Bracelets 
snake chain and link styles 


Lady KOMF! yj watchband 





Charm Bracelets 


in many styles 


Charm 
for Mother 


No other one /ine is 
so comp/ete... 
so finely made... 


so popularly priced... 


Almost every alert jeweler in America depends on 
Forstner as the most important source of finest 
quality, beautifully styled, expertly made jewelry. 

And with good reason... because Forstner has 
the well-earned reputation for producing the kind 
of jewelry that sells and sells, every day in the 
year, at popular prices that make the jeweler’s 
elem -1-b-] (<4 @ue- 1810 Miaalela-mee)aelane-lell-e 

Always depend on Forstner—and your Forstner 
distributor! 


CONTACT YOUR AUTHORIZED 
FORSTNER DISTRIBUTOR 





FORSTNER, Inc., 


Irvington 11, New Jersey 


: Showrooms: 
320 Fifth Avenue, New York 1, New York 
29 East Madison Street, Chicago 2, Illinois 


Forstner, (Canada) Ltd., Sherbrooke, Quebec 














Motorola gives you THE MOST to sell in Table Radios! 


New Motorola lable Radios # 


sell easy with Motorola’s dramatic new sound. New Broad 
Band IF Transformer doubles the audio frequency range. 
You hear all the signal—up to 7000 cycles! 
Bass extended by a full octave for 

highest fidelity ever in table 

radios. Tube Sentry* protection 

lengthens tube life up to 10 times. 








a | 
( 5 ace 
UEC 
7 XX 
TV 


An amazing price tag brings in the customers to see and. 
hear this trim, modern beauty. The Golden Voice* speaker 
means crisper highs, clearer lows. Lifetime PLAcir* chassis 
with shockproof interlock. Colors: Espresso Brown, Reg- 


»| A-1 imental Red, Cerulean Blue, White. $1495 


The Most in features means easy step-up sales 


Here’s your volume (and profit) builder in the modern 
high-style treatment. Sloped cabinet plus cantilevered 
base for graceful good looks. PLAcir chassis. Colors: 
Mocha, Green, Pink, White. Wait till customers see this 
A-2 smart newcomer with Tube Sentry protection. $1995 








The Most in performance— and profits 


This all-new beauty outperforms anything in its class. Has 
additional tuned RF stage. ““Folded Horn”’ principle elimi- 
nates ghost echo, primary cause of muddy sound. Tube 
Sentry. PLAcir chassis. Colors: White front, White vinyl- 
clad back; Green front, Tan back. $3,495" 


Model A-4 


Call your Motorola Distributor for full details on The Most in Table Radios—today! 


“ MOTOROLA 








A CONNOISSEUR’S 
COLLECTION 








HAND CARVED 
MATCHED 
WEDDING RING 
SETS 





The new Fall line of Barel Bridal 
Matched Wedding Ring Sets features 
a connoisseur’s collection of 
exquisite originals, artistically 
designed and hand carved in the 
renowned Bareli tradition. 


Their exciting, refreshing styles, their 

consistently superb finish distinguish 

them as leaders in the wedding 

ring field. Because they are fashioned 

to attract and popularly priced to sell, Barel Bridals are your 
formuia for fast turnover and increased profits. 





Available in a large selection from modern simplicity to the 

more elaborate including the ultra-smart Swedish and Florentine 
finishes .. . in wide or tapered one and two-tone combinations, 
adorned with brilliant diamonds. 


a ty 


The Barel signature 0a appears in the shank of every ring, 
to assure you of a genuine Hand Carved original. 


Sold directly to the retailer by the manufacturer. 


exclusively designed by 
Free mats available upon request. 
DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS e he 
Tae 


BRIDAL RING CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. |, N. Y. 
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quality... buy ‘ h Lee! 


Conk Art 


JEWELRY 


In 14 Kt. Gold 


igo] ame ihaame ih alale 


Whether its highly fashioned 
jewelry pieces or finely made 
charms, your customers do 

ig -lolelelaly4—me- tale mmol 6) am Or- late ia anise) s 
quality. . . and it reflects 


handsomely in your profit picture 


Be sure you are well stocked ALSO 


with Carl-Art charms and jewelry, 12 KT.GOLD FILLED 


STERLING SILVER 
ol Ui a-1-1 a Alot mn comm 2el0l ame 4’ sale] -1-7-ti-14 


assures him of fast delivery to you. 


SOLD TO WHOLESALERS ONLY. 


CARL=ART ING. provivdence 


<o:> New York OF sa nom- Gene Los Angeles 
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Starring 


WILLIAM 


LUNDIGAN 


CBS TELEVISION NETWORK 


Coast-to-Coast 


Dramatizing 

the unfolding story of 

the exploration of the universe, 
“MEN INTO SPACE” 

chronicles man’s greatest adventure. 

25 million viewers will 

see these thrilling programs on 
Wednesday evenings 








“ONCE UPON A 
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.. GREATEST OF ALL 
ADVERTISING CAMPAIGNS 
FOR A WATCH OF FINEST QUALITY 

4 4 


TELEVISION 


TELEVISION 





CHRISTMAS TIME”. 


FULL-HOUR SPECTACULAR 
NBC TELEVISION NETWORK 


Coast-to-Coast 
WEDNESDAY EVENING 
DECEMBER 9 


Featuring an all-star cast 
with such outstanding personalities as 
CLAUDE RAINS * KATE SMITH 
CHARLES RUGGLES 
MARGARET HAMILTON 


and many others. 
a 


Supported by the 
LEONIDOFF CORPS DE BALLET 
THE COLUMBUS BOYS CHOIR 
THE LONGINES SYMPHONETTE 


and 
THE WITTNAUER CHORALIERS 


A beautiful Christmas story 
woven into one of the all-time great 
productions of television, 
produced by and for 
Longines-Wittnauver exclusively 





Se 


SATURATION 
CAMPAIGN 


CBS RADIO NETWORK 
Coast-to-Coast 


Two daily news broadcasts 
Monday through Friday 


with 
WALTER 


CRONKITE 


and 
ERIC 


SEVAREID 


NBC RADIO NETWORK 
Coast-to-Coast 
22 ‘Monitor’ news programs 
every weekend, plus saturation 


announcements on selected weekends 


PLUS MAGAZINES, SPORTS AND SPECTACULARS, DISPLAYS, ETC.,ETC., ETC. 


More than ever this Fall and Christmas, LONGINES will be the watch of highest 


demand and prestige among all watches of finest quality. 


Ling ties Wittnauer : 


Since 


1866 Maker of Watches of the Highest Character 


LONGINES-WITTNAUER BUILDING * NEW YORK 36, NEW YORK 


“Tr r oh ae 
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i SCEPTICAL PUBLIC: How closely 
do people look at window displays? 
frank Womac, Jr... of Womac Jewelry. 
Poulsbo. Wash.. wanted to know. 


So he pul a single strand ot simu- 


lated pearls in his front window: and, 
with the regular price tag. he 


gy is 


along 


included a card which read: 
in 4 inch letters. 

*This 
Lo! three months and not one person 
asked about it.” Mr. Woma 
“| heard several high school girls re- 
mark: ‘] 
that. 

Yet Iw 
invone who inquired. 

Strangest of all. 1iter 


he took the pearls out ol the window. 


arti le Was left in the window 
writes. 


wonde! what he means by 


But they never came to me 
ruld have olven the pearls to 


just a week 


a customer asked whether that specifi 
had 

bought it for the retail price. 56.50!" 
There s 


animal called “The Public.” 


re klace been sold and she 
just no accounting tor that 


strange 


“hen NDUM CONCRETE: Its doubtful 
A that Kine Midas himself built his 


palace Orn a foundation ol rubies and 


sapphires. But Will Holbrook did; and 
his coffers weren't spilling over with 
gold. Here's how it happened: 


Will 


belonging to 


k ortv-five 
casetaker for 


years 


avo, 


property 


became 





\ 
"4 
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SPEAKING OF THE JEWELRY TRADE 


the American Prospecting and Mining 
Co. in the Cowee valley ot western 
For 20 


extracted 


North Carolina’s mountains. 
the had 


from valley's 


Vvea®rs company 
the 


Finally, labor costs increased 


rubies corundum 
oravel. 
to the point where the operation no 
longer paid off. 

When Will took over. large quan- 
tities of corundum crystals, below gem 
10-gallon buck- 
the 
Then the warehouse was destroved by 
but not the buckets. 


erade. were stored in 


ets in a warehouse on property. 


fire 





Will decided to 
house. Times 
buckets Ol 


the 


that time 


himself a 


About 
build 


were 


frame 
those 
ideal 


tough: and 


crystals made an mix for 
cement for the foundation. 
Seems that rubies and sapphires are 
a real firm foundation for th 
Holbrook as Will's 
daughter, Ruth (the present occupant } 
can ward off the rockhounds. 
“If | turned my back, they’d chip 


the foundation right out from unde: 


making 


house of as long 


me,’ she says. 


But she doesn't chase em aw ay. She 
just the 
to two small diggings she’s opened on 
the There, they hunt 


treasure to their hearts content 


directs amateur prospectors 


property. can 
for 


an adequate fee. 


WATCHES “oLD HAT ? The 


¥Y advertising agencv. Leo Burnett. 


Y OLD 
Inc.. gives gifts annually. on its found- 
ing day, to anniversary-marking em- 
And not gold watches either. 
the act, 
for five 


ployes. 

Jewelers still get in on 
True. the 
vears of service is a mere necktie. But. 
cuff links. if 


15> vears a camera. 


though. “milestone 


10 vears. vou get 


vou re a male: for 

W omen employes are presented 
cold bracelets and earrings. each de- 
signed with the traditional “burnett 


\pple. 


(. UARANTEED SHOCKPROOF? Has 
FI anvone defined “shockproof — when 
it comes to a watch? That word can 
cover an awtul lot of territory. . . 
Recently 


COC a little cirl out ot a scrape. 


it almost—but not quite 
She 
ipproached the watch repair man in a 
los Angeles looking 
worried and carrying a small paper 
bag. 

“Here are some walnuts for you 


Mir. Smith.” she said thrusting the bag 


_ 4 


jewel! y store 


47 

















“Bolls of St. Mary’s” wows America! (ocroszr 27 css-rv) Now... 


WESTCLOX SHOOTS the WORKS for CHRISTMAS! 


ocean |Geen Cae | “osama 
BIG NOVEMBER yl i. q BIG DECEMBER 
BG S37 DPB 


F ‘Fr; y 
SPECTACULAR! Featuring « EXTRAVAGANZA 


oT oo 1a “The Philadelphia 
ae PP OO tan c 49 
comiigiggties : 
WITH & 








“(ieacle on love ly 
Bt Streck”’ 


STARRING BETSY : . [~ a 

c ey) wim 7 

| a0 1 4 Z rT OUTSTANDING CAST 74 
VIVA - ALM ER — iy] | ~ BE  ANNOL NCED ef 
WN | wr ine 


' Your Westclox « % Over the full NBC-TV Network 
Over the full NBC-TV Network, Hostess Back es Pr | | Monday, December 7, 9:30-11 














Friday, November 27, 8:30-9:30 by Public 


.m., Haste andard Time. 
p.m., Eastern Standard Time. Demand! P Eastern Standa Tim 


o—__~Z!=—s 
- 
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= A TREMENDOUS PRINT ADVERTISING CAMPAIGN! 


Abe TI . e —S Look at this Sensational Schedule, running every week ’til Christmas! 
slat CHOICE BACK COVER POSITIONS—FULL COLOR—FULL PAGE ADS 


: % —in TV Guide and the best read magazine sections of top circulation newspapers 
P | S TV Guide, Dec. 5 Chicago Tribune, New York News, Dec. 20 
| 4 t N This Week, Dec. 6 Dec. 13 Philadelphia Inquirer, 
American Weekly, Dec. 13 Parade, Dec. 20 Dec. 20 


Plus full color, full page ads in the magazine sections of many other Sunday newspapers throughout the country! | 


at 
a ~ ae 





> 
i Fe son T A COLOSSAL SERIES OF TV SPECIALS, FOLLOWING ONE 


AFTER ANOTHER—BACKED UP WITH FULL COLOR PRINT 


ADS EVERY WEEK ’TIL CHRISTMAS!—A GIGANTIC DOUBLE- 
BARRELED PROMOTION, AIMED RIGHT AT YOUR CUSTOMERS 
F V rE. aa : —TO HELP YOU SELL MORE WESTCLOX WATCHES AND 
+ t CLOCKS DURING THIS BIG GIFT-BUYING SEASON! 
HERE ARE THE REAL STARS—IN THE ADS-—IN THE SHOWS: 
Westclox Self-Winding, Waterproof Watches for Men! © Westclox Ballet and Coquette Watches for 
Women! ® Westclox Keywound Clocks! © Electric clocks! * And decorative Electric Wali clocks! 
Order Your Special “TV Tie-In” Assortments Now! Stock Up! 
See Your Wholesaler Today! Don’t Miss A Single Sale! 


e IT’S A WONDERFUL TIME TO SELL! 


2 WESTCLOX x 


MAKERS OF BIG BEN - A DIVISION OF GENERAL TIME CORPORATION - LA SALLE-PERU, ILLINOIS 
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After 


continued: 


into his hand. being duly 


thanked. “You 


that watch mommy gave daddy 


said 
for 
his birthday Was shockproof: but it 
isn't; it stopped.” She laid the offend. 


she 


ing timepiece on the counter. “Daddy’s 
going to be mad,” she added. “Maybe 
you could fix it before he finds out.” 

“Mavbe better tell 
happened,” suggested the repair man. 


you me how il 
“It happened,” said the child. re- 


luctantly. “when | used it to bust 


walnuts. _ 


( peed ERING FIRE: A high school 
” girl proudly wore her new dia- 

mond engagement ring to school—and 

noticed it! 

Durine recess when her friends were 

talking. 
feet 


here. 


nobody 


sitting around she suddenly 


exclaimed: 


I'll take 


sprang to her and 


“My 


, * 
off my rings. 


nen FOR DAYTIME: No less an 
authority than Eugenia Sheppard 
of the New York Herald 


writes. “This vear may 


{ ,UCSS 


its hot in 


Tribune 
well oO down 
in fashion history as the vear dia- 
monds for daytime came in.” 

This fall. 


best dressed are passing up 


“some of our 


the bland 


white stare of pearls for the cruder, 


she says. 


but zippier, wink of diamonds.” 
According to Miss Sheppard, dia- 

monds are correct in earrings (“neat 

but not gaudy ones, set in gold’); in 


( bird. 


Or) daytime dresses and. even, 


“personality pins — beast o1 
flowel } 


tweed suits, 


the 
to it. you jewelers in 


New York 


sty les: so. 


sets 


traditionally 
get 


the “hinterland.” 
work to be done. 


( LDEST CLOCK IN ENGLAND: Dis- 
” covery of an ancient treasure is 


a thrill that few men experience. And 


There’s missionary 


when the discovery is in your favorite 
held, the experience brings great sat- 
isfaction. 

One 
1920's. 
climbed 


the 


Robinson 


sunny summer day, in 
horologist je 
the the 
Salisbury Cathedral, England, to have 
a look at the huge clock housed there. 
Alongside the 
discarded mechanism which 
caught his eve. lt looked like the fa- 
mous 14th century Wells clock in the 


Science Viuseum. London. 


stairs into tower of 


functioning timepiece 


lav a 


Mr. Robinson excitedly summoned 
When 
the two clocks were compared more 
that both 


medieval 


colleagues. photographers. 


closely, no doubt remained 
work 
The 
dated 1386. however—six years ahead 
of the Wells date. 1392. That makes 
it the oldest clock in England. 
that the faithful 
old timepiece struck off the hours con- 
198 until 1884 


when it was replaced by the present 


were the of the same 


craftsman. Salisburv clock was 


Records showed 


tinuously for vears 


chiming clock. Fortunately it wasn't 
junked. . . . Since Mr. Robinson’s dis. 
covery, the clock has had a place ot 
the 
Horologists from far places pay hom- 
to it the 


precious and interesting pieces of ma- 


honor in ecathedral’s north aisle 


there as one of mos! 


Ave 


the world. Its are 


forerunners of those used In 


chinery in gears 
ancient 
automobiles today. 

Constructed entirely of wrought 
the 


single Screw. 


mechanism includes not a 


(No 


screws first were used in clocks.) Even 


iron. 
one knows when 
the wheels and pinions are fastened by 
The teeth marked 
dividers and with 
file ! 

Just recently the clock was restored 
to its original state by a skilled black 
And 


now it s rubnnine smoothly avain at 


wedges. were out 


with cult hammer, 


chisel and 


smith. recalled from retirement. 


ty : ’ 
age Jio Vears. 


_ 
now 


clock in 


York City 
indoor 
i toot 


NOTE: New 
the 
world. 


TAKE 
claims 
the 


largest 
It’s a 


over-all | timepiece which has just 
been installed over the South entrance 
to the main concourse at Grand Cen- 
tral Station. Hour figures are 15 
inches high—-as compared with Big 
24-inch but Bie Ben 


has to he seen from a lofty tower. 


Ben’s figures: 


PERVERSE PUBLIC: Theres no 


i ie 

accounting for people's reactions. 
\ few 

a pedestal clock out on the sidewalk 

in front of their store. 


pensive, ¢ood-looking timepiece and 


vears ago Stacey's installed 
It was an ex- 


they felt it was something of a com- 


munity service as well as an adver- 
tisement for the store. Several people 
commented on the attractive design of 
the clock: but 
about it being helpful or convenient. 

Months went by. Then, during an 
electric clock 
reaction 


no one said a word 


unusually cold spell, the 
the 


and was im- 
The astonished 
phone calls all 

“What's the matter with your clock?” 
\t noon 


stamped 


stopped: 
mediate. owners 
answered morning: 
an irate elderly gentleman 
into the shep brandishing 
his cane. 
“How dare you allow my clock to 
“I’m a stickler 


and today, thanks to 


stop!” he exploded. 
for punctuality: 
vour carelessness, | was late for an 
appointment. Don’t let this happen 


ar 
again. 





Center spirals resem- 
bling a bowknot hide a 
tiny timepiece in this 
bracelet-watch de- 
signed by Hamilton 
Watch Co. Strips of 
round diamonds and 
sapphires edge flaring 
links of textured gold, 
while alternating spi- 
rals of diamonds, sap- 
phires and flexible gold 
links swathe the wrist. 


NEW DIAMOND STYLE 


These designs will set the trend for precious jewelry 


throughout the world. Jewelers of seven nations win 


laurels in this year’s Diamonds-International contest 


@ “IT WAS MARVELOUSLY EXCITING to see first the drawings 
and then the actual pieces,’ said Jessica Daves, editor of 
Vogue , 

Earlier this year, she and other members of the Selection 
Committee had examined 580 designs submitted from all over 
the world, in the current Diamonds-International Awards 
competition. 

The Committee had approved renderings by 24 contestants 
“for excellence of design in diamond jewelry.” Each of these 
designers had produced one or more finished pieces. And 
now, on Oct. 1, the fashion press was assembled at the Wal- 
dorf-Astoria in New York to see the glittering collection of 
style-setting precious jewelry and to meet some of the artists 
who created them. Seventeen of the 48 examples are shown 


(continued on page 94) 


Motion is the theme of this dia- 
mond pin created by Zale Jewelry 
Co. of Dallas. Six baguette 
streamers cascade in_- various 
lengths and_ elevations; pear- 
shaped diamonds rise to different 
levels on a platinum setting that 
is given added color by round dla- 
monds in shades of canary yellow. 





Lacy effect is produced by this latticed brooch from 
-atek Philippe & Co., Geneva, Switzerland. Dots of 
diamonds and dashes of platinum are the secret; 
platinum bars and spikes of various lengths are set 
with 12 round diamonds in different sizes. 


Trails of round diamonds, set between curling 
feathers of gold, give an airy touch to this ring 


It was one of two pieces designed by Granat Bros 


of San Francisco. 


Marquise effect is created by tiers 
of baguette diamonds set in boat- 
like mountings of platinum 
Round diamonds grace half of the 
neck in this unusual piece by 
Giibelin Bros., Lucerne, Switzer- 
land. 





Nature was the inspiration for this “mountain 
greenery” pin by Marchal, Inc., New York. Baguette 
trunks support a lush foliage of round and marquise 


diamonds. 


Brooch may be separated into two pins. 


Rhythmical ballet dancers are portrayed in 
this diamond bracelet fashioned by Faraone 
of Milan, Italy. Marquise-cut sapphires flare 
in skirt-like fashion as the precious ballerinas 
hold hands and twirl in a graceful dance 


sequence. 


Diamond clips in water lily motif are similar in 
design but not exactly alike, even in size. Cre- 
ated to be worn in scatter fashion, they were 
styled by Missiaglia of Venice, Italy. The plati- 
num petals are paved with small round diamonds: 
in the center of each is a single sun-yellow dia- 
mond of two carats. 





Symbolic is the word for this 25th wedding anniver- 
sary bracelet. Closely interwoven bands of round 
diamonds and baguettes hold a large center mar- 
quise, flanked on either side by “S” curves of 24 
marquise diamonds in graduated sizes, each repre- 
senting a year of marriage. By Marianne Ostier, 
New York. 


Nosegay of diamonds with five cultured pearls serves 


as a necklace clasp or as a cluster brooch. A gxrace- 
ful bouquet of marquise and round diamonds bal- 
ances the smooth sideward sweep of tapered ba- 
guette strands. Versatile piece was created by 
Primavesi and Kaufmann of Montreal, Canada. 


“Winged Seed” diamond pin was Inspired by 
branches of the white ash tree. The branch itself 
is formed of polished vellow gold, while the diamond 
seedpods are set off by leaves of textured platinum 
and gold. Each of the pods is mobile. By Elleard 
B. Heffern, Inc., St. Louis, Mo. 





Tropical fish (above) fashioned of mar- 
quise diamonds swim through the un- 


derwater weeds portrayed in this plati- 
num brooch. The graceful seaweed and 
rock formation is set with round dia- 
monds. By Bick & Ostor of Montreal 


Canada. 


“Captured Cloud” (right), diamond and 
freshwater pear! ring, was designed by 


Marvin Hime & Co., Inc., Beverly Hills, 


Calif. Smoothly curving 


<A 


platinum set with round diamonds 
varying sizes hold the pearl 
usual dome-like design reminiscent 


startling cloud formations 


the air. The sides of the ring mount- 
ing are set with diamonds. 


Versatile diamond triad can be used as 
one or three clips. The detachable 


. c 


ter unit combines swirls of 
with six marquise diamonds; it ma 
worn in the hair. The other compo 
nents are for the neckline. From Linz 


Bros. of Dallas. 
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Tropical climes served as the inspiration be- 
hind “Bamboo in a Breeze,”’ a shimmering dla- 
mond brooch from Granat Bros. One of the 
two pieces that won plaudits for the San Fran- 
cisco firm, it features three textured gold stalks 
of bamboo rising to different heights. Delicate 
branches, each one supporting a marqulse dia- 
mond, extend from the main shoots. 


Light and shadow is the motif of this flex- 
ible diamond bracelet by Julius Cohen of 


‘ 


New York. Designed and executed much 


like a piece of sculpture, the platinum and 
18-karat gold mounting is studded with 
more than 300 round diamonds to drama- 
tize the height and depth of each section. 
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“STAGE PROPS” 
DRAMATIZE 


DIAMOND DISPLAYS 
es 


Heads, sculptures and figures like these 
can make memorable windows. Their ver- 
satility offsets their original cost. Each piece 


can be re-used in many other displays 


Virginia Dixon. JIC-K Display (‘onsultant 


® ALTHOUGH DIAMONDS are rarely purchased on 
sudden impulse, their display in your windows 
and in your showcases may well be a determining 
factor in many a diamond sale. Prestige-building 
displays can reflect the quality and integrity of 
your store and at the same time be original, fresh 
and dramatic. 

The confidence which your prospective custom- 
er should feel cannot be built by one or two dis- 
plays, but will come from a consistent, friendly 
display program. Your windows can attract new 
customers and interest old ones. And your in- 
store displays can dramatize your diamond story 
to patrons who are already in your store, even 
though it may be only for a small purchase or a 
repair. 

The chief emphasis in all your displays will, of 
course, be on diamond wedding and engagement 
rings, but don’t neglect other diamond sales op- 
portunities, particularly the belated engagement 
ring and diamond anniversary gifts. 

Your window copy will suggest your selling 
story, but you also need eye-catching decorative 
material that dramatizes romance! The accom- 
panying sketches suggest displays built around 
attractive decorative units from Zaria Displays, 
434 Sixth Ave., New York 11, N. Y. Zea 
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Giant roses and miniature heads 
contrast decoratively in this setting 
The miniature heads, which are shown 
in the shadow box arrangements, are 
delicately sculptured and proportioned 
They are available from Zaria in wood 
or ceramic finish in soft pastei colors, 
at $14.50 each. The six-foot rose gar- 
land, with roses and leaves all 
fashioned of crisp organdy in natural 
colors, is priced at $24.50. The garland 
would be lovely in many other display 
settings. The little heads are also very 


adaptable. 


A plaster cherub sets a romantic note 
for this display. A small classic col- 
umn to the right spotlights your larg- 
est and finest diamond ring on its 
pedestal. Other rings are displayed on 
plain cylinder elevations in groups. 
Lengths of wide colorful ribbons, 
draped across the background, may 
pick up the colors of the elevations. 
The cherub is 21 inches high and 
priced at $27. It could also add charm 
to displays of summer garden hos- 
pitality merchandise. The column, in 
matching finish, is 1714 inches tall; 
the base is 514 inches square; price, 
$7.50. 


A charming ‘“‘Madame Recamier’”’ fig- 
ure, cast in durable rubber and ex- 
quisitely dressed in silk, provides the 
focal point for this display of diamond 
rings. Squares of black velvet are 
arranged on a white floor to form a 
diamond pattern with a single ring 
displayed on a cylinder elevation in the 
center of each square. The figure is 
24 inches from head to dainty toe and 
is priced at $55. The velvet-covered 
couch, also cast in rubber, and which 
may be used in a number of other 
ways, is 7 inches high and 15 inches 
long, in a choice of colors at $18.50. 
The rubber-cast hand which holds the 
copy card is 8 inches high, $7 a pair, 
undecorated; $7.50 a pair in porcelain 
finish; $8 a pair, decorated. 
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HOW TO MAKE MORE PROFITS FROM 
YOUR REPAIR DEPARTMENT: Part V. 
What forms to use when taking in work. 
How te notify the customer when a job 
is ready, or when it has been delayed 
past promised date. What is a reason- 
able guarantee? Why not a uniform guar- 
antee-period for all jewelers in town? 
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Building Sales Volume 
in the 


Service Department 


by William Scheibel 


® HAVING DESCRIBED THE VARIOUS MATERIALS 
and methods for keeping records, let us now go 
through the modus operandi of taking in a watch 
repair job. 

After the customer has described the short- 
comings of his timekeeper, the watchmaker thor- 
oughly examines the movement, case, dial, 
hands, attachment, etc. In stores where an esti- 
mate form is used, such as illustrated in Figure 
2, each item on the form is checked off or filled 
in, according to service required, and _ the 
charges are clearly indicated. When the exami- 
nation is completed the charges are totalled and 
the customer is informed what the job will cost 
and what work and replacement parts will be 
necessary to put the watch into first-class run- 
ning order. 

At this point, it is advisable to recall the fine 


selling job done by the jeweler in East Cleve- 
land, Ohio. His experience proved that it is 
highly profitable to spend a few minutes selling 
the careful and thorough type of service he 
renders. 

When the customer is “sold” and signifies his 
willingness to have the watch repaired, the 
jeweler fills out both halves of the claim check. 
[It is important to fill in all data, such as name, 
address, date received, date promised and 
charges agreed upon. Half of the check is then 
attached to the watch and the other half de- 
livered to the customer. 

Some of the less desirable claim checks, pre- 
viously mentioned, fail to provide adequate 
space, particularly on the customer’s half, for 
cost of work to be done. To avoid later contro- 
versy the price agreed upon should be clearly 


PLE a ee ee ee sien cilia ia irtied de 
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indicated in ink. To eliminate this extra detail, 
most jewelers prefer the larger type of claim 
tags as shown in Figure 3, on which provision 
is made for all required data. 

The next step is to fill out the 3 by 5 cards, 
if you use them. Then the “case history” of the 
watch is written out, either in the book or on 
the larger 8 by 5 card. (If an indexed book is 
used, the customer’s name is entered on the cor- 








50 | Tinkar, - 
5! Tobias.) 
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person whose last name also begins with a “T,” 
for example, Mr. George D. Tyler, will get 
scratch mark T-63. And so on down the line 
through letter “T.’”’ The same scheme prevails 
for all other letters of the alphabet. 

Even at the risk of repetition, it is well to 
explain that when the prefix letter method is 
employed, record cards can be filed two ways. 
They can be arranged alphabetically according 
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Figure 12. Index cards are useful for assigning new scratch marks. 


rect alphabetical page and a notation is made 
of the page on which the job is written up.) 


Scratch Marks—Pro & Con 

Scratch marks have been mentioned several 
times, so far. However, not all jewelers use 
them. Some feel that they have no right to de- 
face another person’s property even though such 
marks are tiny and are made inside the case 
where they cannot affect the beauty or appear- 
ance of the watch. These retailers maintain that 
the serial numbers of the movement and case 
sufficiently identify any watch they work on. 

Where they are used, scratch marks are deter- 
mined in one of two wavs. One method is to 
prefix the first letter of the customer’s last name 
to a number. For example, the mark assigned 
to Mr. Alexander G. Terhune is T-62. The next 


to last names or in accordance with prefix let- 
ters. In the latter event they are further placed 
in numerical order. When filed strictly accord- 
ing to last names only, it is a good plan to have 
a special 3 by 5 card index from which the next 
open scratch mark is obtained. See Figure 12. 

In some establishments the prefix letter is en- 
tirely omitted. Scratch marks are assigned in 
numerical sequence as needed regardless of cus- 
tomers’ last names. This enables cards to be 
filed in numerical order and the last card shows 
what the next number is to be. 


“Watch Is Ready” Mailings 

Although a “promised date” 
cated on the customer’s claim check, many stores 
consider it good psychology to mail a post card 


is clearly indi- 


(please turn to page 65) 
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WAND EL EGAN? 


“Ee 





IS OFFERING YOU IN 
ITS EXCITING NEW 


“MELANIE” CAMPAIGN 


5 FABULOUS FEATURES TO HELP YOU SELL! SELL! SELL! 


1 « A NEW PATTERN! Melanie...a return to 
elegance sculptured in the tradition of 
Wallace's best-selling patterns. Wide accept- 
ance in consumer pre-testing reaffirms the 
saath trend back to richly classic patterns. 


| : vy Y : 2. A NEW NATIONAL ADVERTISING CON- 
? a * & , CEPT! The Melanie Chest Promotion will be 


introduced in full page ads in House Beau- 
tiful and Living for Young Homemakers, 
November and December issues; and in 
The New Yorker, Charm, Mademoiselle and 
Seventeen, in 8 dramatic insertions. 


“- 


3. A NEW PROMOTION! See this special 
introductory offer ad presenting Melanie 
right before the holiday buying season. 
Through Dec. 3lst. customers can Duy 
eight 5-piece place settings of Melanie and 
receive a free salad serving set—plus a fruit- 
wood storage chest. Promotion price, $270. 
Retail value $321.50. 





4. A NEW FULL PROFIT DEAL! Wallace 
makes big news by offering you full markup 
and full profit on a promotion geared to in- 
crease your customers, sales and profits. 


‘5, A NEW MELANIE RETAIL SALES PRO- 
’ GRAM! Every retail sales person is eligible 
~ for a special Melanie award. Ask your 
Wallace salesman for details. 


Write to Wallace for valuable dealer aids. 
Tie in with this powerful new Wallace pro- 
motion for Melanie. Start on it today! 


WALLACE AR 











nn. since 1835 





STARS OF THE RJA SHOW 
IN ALL-PRECIOUS 


or NE 


ae ESE Phe ultimate precious metal for fine jewelry, platinum 


continues to 


1. Elaborate flower pin 
with marquise, baguette 
and round diamonds set in 
platinum. $4300 

Piatinum en 

gagement ring 

set with pear 

shaped diamond 

and baguettes 

$3600 

|. Gewirtz 
Canal St. 
Ve ae Wee © 


ZJ 


4. Magnificent platinum brace- 
let, lavishly set with matched 
diamonds. $40,000. Floral-design 
cover watch and bracelet in 
Jiatinum, generously set with 
round and baguette diamonds 
$7,260. Kurt Wayne, 580 Fifth 
Ave. N. Y. 36, N. Y 


e 4 


Leaf-design platinum brooc! 


»+ r% - ~ryit - a : a . 

et with baguette, marquise and 
lis , ¢2 5509 
Giamonds. * 8 (Ot 


7¢ Al ‘ 2048 
> F ‘ 
26 ¥¥eS <9 


‘ t «< "Sax 
a AUS. 
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2. Wide wedding ring with ribbons 
of baguette and round diamonds 
set in platinum. $1090. Unusual 
leaf design diamond-set platinum 
wedding ring. $1000. Jae Mfg. 
Jewelers iInc., 62 West 47th St., 
N. ¥Y. 36, N. ¥ 


5. Platinum pin with full cut marquise and 
baguette diamonds. 
platinum pin set with full cut and baguette 
diamonds. $1,920. Tenen Brothers, 36 West 
47th St., 


$1,690. Leaf-shaped 
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9. Handmade 
pi um chains 
Oval design 
figure-eight 
$150 Link 
pattern. $110 
Crescent 
Creations, Inc.., 
99 Cana! St., 
N.Y. 2, N. Y 


air 
atit 


W ’ t rr 


if 


10. Platinum 


pin (mount- 


as 
vv 


Y 


36, N. Y. 


ing) in spray 
aesign 
Pederson & 


Diamond-set 
ternal embiems. ] 
$110. 3. $170. 
& Company, inc., 
Newark 8, N. J. 


11. 


$800. 


Gaum, 
47th St.. 


piatinum 
$280. 2 
Wefferling, Berry 
B Ri 


se 


enjoy top prestige with manufacturers, retailers and customers. 


3. Beautifully 
fashioned 
platinum pin 
set with 
diamonds 
$19,500. 

Erwin Peari, 

5 East 47th St., 
N 36, N.Y 


cultured pearl brace- 
let with diamond-set platinum center 
decoration and clasp. $4000. Maurice 


Semensohn, 7 W. 45th St., N. ¥. 36, N 


6. Three-strand 


8. Sumptuous plati 
num flexible bracelet 
beautifully set with 
round and baguette 
diamonds. $25,000 
Platinum clip 
grape-ciuster design, 
artistically set with 
baguette and mar 
quise diamond: 
$6,000. Nat Koslow, 

42 West 48th St.. 


inc., 42 
rm. Vs ey Pee Ue 


in 


Platinum ring (semi-mount) 
set. Engagement ring, $140; 
matching wedding 
ring, $125 
Jewel Arts, Inc., 
West 47th St., 
N. ¥. 36, N. ¥ 


12. 


* a % 
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3] 
fra- 


St., 


Most jewelry shown smaller than actual size 
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¥ 


1959 





ot ee PIESEY me Lustrous white, high-fashion palladium, the modern pre- 


cious jewelry metal, is a sister-metal to platinum. Pallac 


by the retail jewelers at the RJA Convention and will appeal to your customers, too. 


pin 
paliadium 


cr 


13. Graceful palladium Dow pray 
and sapphires ‘Trintaire”’ 
center diam onds a AIMic 
115 West 45th St., Y. 36, N 


~ >a y*¥ 


S5SRE 
eis) 


i6. 


Mp many 


A lwaukee 


> saan ' 
- —_" 
Eastern D 


4 > a) 
>t., Newark 


Patiadium 
drop, set with 
diamonds and 
black and white 
cultured pearis 
$270. Paliadium 
drop with dia- 
monds and single 
iacK cuitured 
peariand neck 
chain. $45. H 
ora Jewelery Com 
pany, 42 W 

St., N. Y. 3é 


> 
me & 


23. 


made of paliadium: 
$108.30; 4 


Company, 
| 


26. Fraternal emblems 
$46.80: 2. $33.30; 3. 
$27.00. irons & Russ “ 
Third St., 5 


$30.30: 
iC... 
Providence 6 


Most jewelry shown smaller than actual size. 


set with 


is $485 jJonn ¢ 


14. Large cultured pear! with 
spinel, in a palladium and 
setting. Ring, $18. Masonic 
diamonds and biue 
dium and 10K 
san Company, inc 
Providence 3, R. |. 


10K 
ring w 
diamo spinel in a pai 


‘Gin WwW ith 


iovannetti 158 Pine 


and 


Seate 


Pa fadi um 
with dia 

ef! pall ete r me 
large red pDe< ar} 
$472.50. D'L 


_s Broadwa 
, Calif 


. 

Puara ring 
alladium cCuitu 
G amonds 
Jewel 4 F4 


a 


rey ngeles 


5 ad 
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24. Wide paliadium 
wedding ring in swirl 
design set with dia- 
monds. $620. Mel 
Harris Company, 657 
Mission St., San 
Francisco 5, Calif 


J 


a J 


27. Palladium and 18K gold engagement ring 
mount) with baguette diamonds. $145.50. 
wedding ring. $209.50. Swirled palladium engaz 
ment ring, 
$149.50. Matching wedding 


Manufacturing Co., 62 West 47th St., 


ring, $189.50. 
N. Y. 36, 


A 
‘ 


goid setting. $33. Sam 
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{semi-mount) with diamonds. Mountir 
Alsan 


white 
rmtizA 
EOS 


ith 


15. 
BRagzeme 
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“mm ct 
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(semi- 
Matchi ng 
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dium jewelry was admired 


Matec ned pailadium en 
nt and wedding 
with ciamond 
right, $138 

Co., Inc 


St.. San Francisc 


i as 


.- r 


rrerrr:. 
Creer. fom 


saad —— ee 


28. Pailadium and 
gold fratérnal ring 
unting, $60. The 
Reis Company, inc 
238 S. Meridian St., 
indianapolis 25, Ind. 


mo 





29. Palladium ring 30. Palladium fraternal 31. Palladium ring 
mountings (matched). emblems. 1. $17; 2. $29; (semi-mount). $229. 

Engagement ring, $65; 3. $34. Wefferling, Berry Van Craeynest & Lin- 32. Emblem mountings | 
wedding ring, $62.50. R. & Company, inc., 8 Rose zer, 88 First St., San in palladium. 1. $29; 2. $40. Rabin-Tobar, 
& T. Jewelers, 152 West St., Newark 8, N. J. Francisco 5, Calif. Inc., 102 Fulton St., N. Y. 38, N. Y. 
Wisconsin Ave., Milwau- 

kee 3, Wis. 
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34, Fraternal ring mount- 

ing in palladium and 14K 

old. $72.75. The Craft 
33. Pailadium bracelet set with diamonds and diamonds and rubies, emeraids, opals or ame- omparny Div. of Shiman 
pear-shaped sapphires. $500. Classic palia- thysts. Jack Gutschneider Jeweiry Co., inc., Mfg. Co., Inc., 109 Monroe 
dium bracelet set with diamonds and sap- 665 Fifth Ave., N. Y. 22, N. Y. St., Newark 5, N. J. 
phires. $400. Both bracelets aiso come with 


35. Prize-winning sculptured orchid bracelet in florentine-finished gold. 48 round 
cut diamonds in palladium settings. $2400. Lady’s sculptured ring with palia- 
dium leaf set in diamonds; textured gold leaf set with sapphires and diamonds. 
$495. Dainty bell in textured palladium with sapphire drop and white gold chain. 
$29.50. Textured palladium and gold pin with 3-dimensional look; large center 
diamond, diamond-set stem. $1185. Erwin Peari, 5 East 47th St., N. Y. 36, N. Y. 


36. Ultra-thin pailadium watch with unique suede 
and satin strap. $155. ‘“‘Seashark’’ automatic, 
waterproof pailadium watch. $175. Lady's dia- 
mond-set palladium watch in new design. $110. 
Pailadium watch-bracelet. $275. Ali with fine 
Swiss movements. Lucien Piccard Watch Com- 
pany, 550 Fifth Ave., N. Y. 36, N. Y 


39. Palladium watch attachment set with 
diamonds. $300. Craft Ring and Finding 
Co., 315 West Fifth St., Los Angeles, Calif. 


37. Pailadium and 

14K gold fraternal! 

ring mounting. $45. 38. Palladium ear clips set with ba- Piatinum and palladium, the all- 
S. Scharf, inc., 71 guette, marquise and round diamonds. . . 
Nassau St., N. Y. 38, $1800. Louis J. Andreini Company, 220 precious jewelry metals, are first 
N. Y. West 5th St., Los Angeles 13, Calif. choice at every gift-giving time. 


PLATINUM METALS DIVISION.-The International Nickel Company, Inc. 
67 Wall Street, New York 5, N.Y. 


all prices Keystone, plus tax 





BUILDING SALES VOLUME IN THE 
SERVICE DEPARTMENT 
(continued from page 59) 


to the customer when the watch is ready for 
delivery. Such a card usually reads as follows: 





IMPORTANT NOTICE 


The watch you recently left for repair is 
ready for delivery. Kindly call for it at your 
convenience. Please bring your claim check 


with you. 
Cordially yours, 


HACKETT SONS JEWELERS 
1039 Montana Avenue 
Benton, Conn. 











Sometimes it is difficult to obtain certain ma- 
terial needed for the job. Or, circumstances be- 
vond control make it impossible to have the 
watch ready when promised. In such instances 
it is good business policy to inform the customer 
of the delay, to avoid an unnecessary trip to the 
store. A post card, along these lines, will serve 
such a purpose: 





IMPORTANT NOTICE 
Due to unforeseen circumstances beyond 
our control, your watch will not be ready for 
delivery until We are sorry this 
has occurred and ask for your indulgence. 
Cordiaily yours, 
HACKETT SONS JEWELERS 
1039 Montana Avenue 


Benton. Conn. 











Follow-up Letters 


Many stores emulate the follow-up policy of 
dentists who remind patients when six months 
have elapsed since their teeth were last ex- 
amined. These stores send a card or brief letter 
reminding the customer that his watch was over- 
hauled a year ago and that it would be wise 
economy to have it inspected again before it 
reaches a condition necessitating expensive re- 
pairs. Such a letter could read something like 
this: 

Dear Mr. Caso: 

One year has elapsed since your watch 
was serviced by us. During this time the 
mechanism has been in constant opera- 
tion and exposed to the dust that floats 
in the air and clings to the clothing. It is 
a certainty that some of this trouble-mak- 
ing stuff has penetrated into the delicate 


movement and gummed the oil that lubri- 
cates its tiny parts. 

A good watch deserves attention. It 
can give dependable service only when all 
of its parts are free to function unham- 
pered by dust or gummy oil. 

Protect your watch investment by let- 
ting us inspect the movement now. An 
inspection costs nothing and may save 
you subsequent expense and trouble. 

Drop in anytime you like. We'll be glad 
to see vou. 

Cordially yours, 
HACKETT SONS JEWELERS 


It takes only a few minutes, once each month, 
to scan the record cards. The date of delivery 
is spotted easily enough and any watch “out” 
for a year or more should be the subject of a 
reminder card or letter. A little check mark or 
cross can be indicated above the delivery date 
to show that such a mailing has been made, thus 
avoiding duplication of effort. If desired, the 
mailing date can also be marked in. (Please see 
Figures 7 and 8.) 

Follow-up mailings of this kind cost little and 
invariably produce a lot of profitable work. The 
additional traffic attracted into the store fre- 
quently can be translated into sales of other 
merchandise. 

In the final analysis, helpful service to the 
customer is the one invincible weapon the jewel- 
er has with which he can stave off the competi- 
tive onslaughts of the discount house. The mani- 
fest desire to render honest, dependable service 
will restore the jeweler’s prestige to its old-time 
high level and will help bring back to him much 
of the business that has trickled into other chan- 
nels. An efficiently operated watch repair de- 
partment provides profit opportunities by the 
work it produces, the good will it can create and 
the new business it attracts. Wise is the jeweler 
who properly appraises and appreciates its 
potentialities. 


Should Watchmakers Sell, Too? 

Many incidental questions or problems arise 
in the operation of a watch repair department. 
Not all can be anticipated and discussed in an 
article such as this. However, the most typical 
of such questions will be examined and the suc- 
cessful manner in which they have been handled 
by many jewelers will be fully disclosed. 

For example, should the watchmaker, who is 
hired for his skill as a mechanic, also have sales 
ability? In short, should he be qualified to sell 
merchandise when necessity or emergency de- 
mands? Some retailers answer this in the nega- 


(ple ase turn to page Ss ) 
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by John Edgar Hoover, Director 
Federal Bureau of Investigation 
United States Department of Justice 


GUARD 
THOSE 
DIAMONDS! 


Here are true stories of gem robberies that carry a moral: They needn't have 


happened! Our country’s top cop tells you how such thefts can be avoided 


@® A JEWELRY SALESMAN, going about his busi- 
ness as usual, entered the lobby of an office build- 
ing in a Midwest city at his customary time of 
arrival. Stunned temporarily by a blast of tear 
gas full in the face, the salesman dropped his 
case containing an estimated $500,000 in loose 
diamonds. The case, of course, was immediately 
snatched up by a thief who made a quick get- 
away by automobile. 

Fortunately for the salesman and the jewelry 
concern he represented, the thieves were in police 
custody within a few weeks and the gems were 
recovered from a concrete block buried in the 
back yard of one of the crooks. 

The successful and speedy solution of this 
case was brought about by the high degree of 
eficient cooperation among law enforcement 
agencies. Joint investigation by the FBI and 
local police officers produced valuable informa- 
tion which, when combined, led to the identities 
of the criminals involved. 

Normally, of course, the theft of jewelry is a 
matter within the jurisdiction of local author- 
ities. Often, however, the jewel thief is quick 
to use interstate transportation as a part of his 
method of operation. If the loot obtained has 
little value, he will be out of the reach of local 
investigating officers. Jf the loot is valued at 
$5,000 or more, however, the interstate trans- 
portation of the stolen merchandise brings the 
matter within the prohibition of the Interstate 
Transportation of Stolen Property Act and, 
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Salesmen Prime Target 

Because he must constantly transport his valu- 
able wares from one place to another, often on 
his person or in his private automobile, the 
jewelry salesman is a natural and prime target 
for the criminal. Often a specialist in his field, 
the jewel thief is a criminal who is willing to 
expend long years of planning and coordination 
in the attempt to rob his victim. The victim of 
the tear gas robbery, for example, had been un- 
der surveillance by an associate of the thieves 
for a year before the robbery. Careful note had 
been taken of all his movements and habits. The 
exact time of his arrival in the lobby of that par- 
ticular office building was known from weeks of 
careful, painstaking observation. There was, in- 
deed, little if any margin for error on the part 
of the thieves. And, the stakes were high. 

This salesman’s strict business routine actually 
led to his misfortune! 

In addition, law enforcement officers investi- 
gating jewel theft complaints have found that 
negligence and lack of security precautions by 
jewelry salesmen and others in the industry are 
often responsible for the losses sustained. 

One boon to the jewel thief, for example, is 
the salesman who leaves expensive merchandise 
unattended in an automobile. Take, for instance, 


(please turn to page 84) 
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PROFITS NEED A LIFT ? 


. These books can start you moving ahead ! 


Our book department offers the following list of selected works pertaining to 


the JEWELRY and KINDRED TRADES, subject to editions being *’ 


in print’’ at the time 


orders are received. We can supply titles from leading publishers. All prices 


quoted are net. 


No accounts opened for book purcheses. 


anywhere in the United States. 


Books sent post-paid 


For the Gem Expert, Connoisseur and Student of Gemology 





GEMSTONES 
G. F. Herbert Smith 
Liberally illustrated 13th Edition—560 pqs 


GEMS AND GEM MATERIALS $6.50 
Drs. Kraus and Slawson 
Study of all basic and rare gem materials 


DIAMOND TECHNOLOGY 
Pou! Grodzinski 
500 crystal clear illustrations—800 pgs 


THE ART OF THE LAPIDARY $7.00 


Eenncis J. Sperison 
Over 400 illustrations—382 pgs. 


$12.50 


$10.00 


THE WORLD OF JEWEL STONES $10.00 


Michaei Weinstein 
Valuable reference book—448 pgs. 


A KEY TO PRECIOUS STONES | $3.50 
L. J. Spencer D.Sc., F.R.G 
lilustrated work on gems 


STORY OF THE GEMS $5.00 
Herbert P. Whitlock 

Mineralogical background of precious, semi- 

precious stones 


GETTING ACQUAINTED WITH MINERALS $6.95 


George L. English & Davis E. Jensen 
Instructions for identifying over 500 different 
minerals 


HANDBOOK OF GEM IDENTIFICATION 
Richard T. Liddicoat, Jr. 
Generously illustrated—352 pgs. 


GEM TESTING 
B. W. Anderson, B. Sc., F.G.A. 
Simple, scientific tests 


A FIELD GUIDE TO ROCKS & MINERALS 


Dr. Frederick H. Pough 


GEM CUTTING 


j. Daniel Willems 
Explores the art of fashioning gemstones 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 





JEWELRY ENGRAVER’S MANUAL $3.95 
John J. Bowman & R. Alian Hardy 
Complete ond authoritative, profusely illus- 


trated—143 pgs. 


PRINCIPLES OF ELECTROPLATING AND 
ELECTROFORMING 


William Blum. & Geo. B. Hogaboom 
Revised and enlarged edition 


JEWELRY MAKING FOR SCHOOLS, TRADES- 
MEN, CRAFTSMEN Soft Cover $2.95 
Hard Cover $4.25 
Murray Bovin 


Describes all techniques, procedures of making 
jewelry 


JEWELRY REPAIR MANUAL $4.85 
R. Allan Hardy & John J. Bowmen 
Guide to tools and techniques of repairing 

—also stone setting—166 pgs. 

JEWELRY DESIGNING & APPLIED DESIGN 
. A. Jakobb 

semen manual—55 full page drawings 


ART MONOGRAMS & LETTERING $6.25 


19th Deluxe Edition—102 pgs. 


ART MONOGRAMS & LETTERING $3.00 


18th Edition—paper cover—40 pgs. 


ENGRAVING STYLE CHARTS $4.00 
orted—order b 
JEWELRY & SILVERWARE ENGRAVING $2.00 
CHARTS 


J. M. Bergling 
Set of four 


$40.00 


HERALDIC DESIGNS AND ENGRAVING $7.25 
J. M. Bergling & A. Tuston Hay 

Deluxe Edition—Iillustrated handbook and dix- 

tionary of terms—92 pgs. 


JEWELRY, GEM CUTTING AND METALCRAFT $5.75 
illiam TY. Baxter 
ues Setatema pags. 


JEWELRY AND ENAMELING $4.95 
Greta Pack 

ENGRAVING ON PRECIOUS METALS $7.80 
Brittain, Wolpert & Morton 

Textbook for beginner or expert——225 pgs. 


METALCRAFT AND JEWELRY $3.25 


Emil F. Kronaquist 
Well illustrated—191 pgs. 


JEWELRY MAKING AS AN ART EXPRESSION $6.50 


D. Kenneth Winebrenner 


For the Skilled Watch and Clock Maker, the Apprentice and Student 





WATCH REPAIRER’S MANUAL $6.50 
Henry B. Fried 
Covers all phases of watch repairing—306 pgs. 


nerarene WATCE REPAIR RECORD BOOK $3.00 


000 entries—140 pgs. 


VATCOMAES'S ume AND HOW T0 
USE IT $7.50 
Donald DeCarle 
Detailed explanations ond illustrations—154 pgs. 


CLOCK AND WATCH ESCAPEMENTS $7.50 


Gazeley 
Des Rwtoi of and escapements’ illustrations— 
294 pgs. 


On Silver for the 


WATCH AND CLOCKMAKER’S HANDBOOK 


E. J. Britten—Revised by J. W. Player 
15th Edition—605 pgs. 


$15.00 


WITH THE WATCHMAKER AT THE BENCH $3.50 
Donald DeCarle 
Profusely illustrated—243 pgs. 


PRACTICAL COURSE IN HOROLOGY $3.25 
Harold C. Kelly 

Watch construction, repair maintenance, etc. 

—192 pgs. 


seas FOR Rega MECHANISMS 


. 0. Davis 
Gear yeti and adjustment 


WATCH REPAIR (1957) $4.85 
Harold C. Kelly 

Theoretical, practical and mechanical phases 

of horology—248 pgs. 


PRACTICAL CLOCK REPAIRING 
Donald DeCarle 
450 illustrations—230 pgs. 


Jeweler, Silversmith, Collector and Antiquarian 





THE STERLING FLATWARE PATTERN INDEX 
1958 EDITION 
Jewelers’ Circular-Keystone 
Without Binder $17.56 
With Leather Binder $27.50 


More than 1,200 illustrations—indexes of 
pottern names 


Order Your Choices Today! 


AMERICAN SILVERSMITHS AND THEIR 
MARKS 111 $25.00 
Stephen G C. Ensko 
Invalvable historical ond reference book— 
illustrated—285 pgs. 


BOOK OF OLD SIVER 


Seymour B. Wyler 
20,000 halimarks—447 pgs. 


ENGLISH SILVER—1675-1825 
Stephen G. C. Ensko & Edward Wenham 
Line drowing illustrations—109 pgs. 


THE GOLDSMITH’S AND SILVER- 
SMITH’S MANUAL 
Staton Abbey 
For those working in precious metals— 
105 pas 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Chestnut & 56th Streets, Philadelphia 39, Pa. 


Check or money order must accompany ail orders. 


Do not send cash. Prices subject to change without notice. No books sent on approval. 











Here’s an idea that should bring 
you thanks—and profits: 


DIAMONDS 
FOR MOTHER 
FOR CHRISTMAS 


by Gladys Babson Hannaford 


® A YOUNG MAN PHONED ME, recently, to ask 
if I would look at a diamond ring he had pur- 
chased. I told him I was always happy to look 
at diamonds. I wondered, though, what his ques- 
tions would be. Many people want to know from 
me if they “got their money’s worth.” It’s pos- 
sible that I was a little on the defensive when 
he walked into my office. 

The meeting was very different from what I 
had expected. It was delightful! The ring, one 
to be worn on the little finger, was for his mother. 
As I was in his mother’s age group, he wanted 
my opinion of the design. Did I think she would 
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like it? Was it suitable? I thought how happy 
and proud she would be when she received it; 
for I’m sure that very few sons think of their 
mothers in terms of diamonds. 

It occurred to me then, that here was basis 
for a sound Christmas promotion. The diamond 
is the accepted symbol of love, stemming from 
the engagement ring. ‘““‘Diamonds for the woman 
you love” usually means diamonds for a fiancée 
or, later on, a wife. But there are other loves 
in a man’s life, different but still important: the 
love he feels for his mother; or the warm, deep 
emotion for a daughter. These other loves, too, 
can be expressed with diamonds. What better 
time to present this idea than at Christmas when 
a man may be in his most expansive mood? 

Today’s Christmas giving covers a wide area 
—casual friends, business associates, even neigh- 
bors: and it’s time to instill the idea that family 
Christmas gifts should be something special, 
separating them from other gift-giving. Nothing 
will make Christmas as “special” to the women 
in the family as diamonds. 

Although this promotion should be aimed at 
men, devoted daughters will heed it, too. You 
might suggest that several grown sons and 
daughters “chip in” on a diamond gift for Mother 
to make this Christmas an unforgettable one. 

This will be a completely new idea to many, 
so you will have to do some real promotion. Alert 
your employees. It is worth a newspaper ad- 
vertisement to suggest diamonds “for the women 
you love’’—wife, mother or daughter. Even the 
mother-in-law could be included. “Do you have 
the best mother-in-law in the world? Tell her 
so this Christmas. It will cost you less than 
you think . there is a diamond to fit every 
pocketbook.” 

Have a special “For-the-women-you-love” win- 
dow. Show pieces suitable for a range of ages, 
always with a range of prices. As the Christmas 
gift of diamonds for Mother is the most novel 
idea, use this as the central part of the display. 
A word of caution: under no circumstances put 
more important diamond pieces or bigger dia- 
monds in the display for the mother than for 
the wife. 

Christmas lists have grown so long that shop- 
ping has become a burden. “What can I give?” 
is a wail everywhere. Ideas can be short when 
cash is not. Men with substantial amounts to 
spend may buy fine jewels for their wives; but 
they just haven’t thought of diamonds for their 
mothers. Their problem is what to give. Solve 
the problem by suggesting diamond jewelry. 
“For the first love of your childhood — your 
Mother—diamonds—always the gift of love.” Re- 
member, even the tiniest diamond speaks of 
love. Za 
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For your window displays DR AMAT IC 
DILAMOND 
SHOW PIECE 


A beautiful stage setting for your diamond engagement rings—other diamond pieces. 
Attracts attention with flashing lights. (Stars in background flash on and off.) 
Ties in with national diamond advertising. 


Fine quality in design, materials, workmanship. Constructed for long life, frequent use. 


Offered at cost--$25—in a limited quantity, now. 


A handsome display, comparable to a stage 
setting for a Broadway hit musical. It is 
designed to dramatize your diamonds, pre- 
sent them with an air of beauty, excite- 


" STAR ABOVI ~ : 
E 1S LIKE A ment and romance. There’s action to attract 
om the eye in the stars that flash on and off in 


: a the backdrop. 


de rripa 
>= 


lt is a quality piece, a fitting setting for 
the precious merchandise it promotes. And, 
it’s a “permanent” display which you can 
use over and over...for Christmas... 
your June Bride promotions... your spe- 
cial gift promotions...diamond displays 


at any time of vear. 


The floor is velvet, the backdrop strongly 
constructed. the figurine is nicely made, 
dressed in taffeta and veiling. Over-all di- 
mensions: depth—20144”, height—18!.”, 
width— 1814”, 

The cost is $25, a small fraction of the cost 
of designing and producing on an individ- 
ual basis. Order this diamond sales-aid 


now ... quantity is limited. 


Order through the Diamond Promotion 
Department. The Reuben H. Donnelley 
Corp., 230 East Sandford Blvd., Mount 
Vernon. N. Y. Please enclose $25. check o1 


money order. 


Tie in with the national diamond promotion... keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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There’s exclusive 


Christmas business in 


CUSTOM-MADE 
JEWELRY 


—the Ideal G ift 


by Robi rt Latime r 
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Operation Santa. Long before Christmas, Ernie Hess and 


Kar! 
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sordy are busy with customers’ special orders. 


@ Instead of bemoaning the heavy competition 
for the Christmas gift dollar, retail jewelers 
should “go after a market which the competitor 
can’t touch,” says Ernie Hess, owner of the Hess 
Jewelry Co., Lakewood, Colo.; and Hess speaks 
from experience. 

Last Christmas he sold the largest Yuletide 
volume in his store’s 10-year history; and at least 
30 per cent came from custom jewelry—exclusive, 
long-profit sales which “involved no competition 
whatsoever.” 

Promotion of custom jewelry isn’t just a sea- 
sonal matter for the Christmas trade at the Hess 
store; it’s year-round. Ernie Hess devotes 25 to 
40 evenings a year to giving lectures on jewelry. 

“TI develop the lecture on whatever subject the 
audience requests,” he says. “But I always in- 
clude a complete dissertation on custom jewelry 
for Christmas. It’s a topic which sticks in their 
minds.”’ 

Originally, Hess solicited businessmen’s groups, 
church associations, women’s clubs, etc., offering, 
in most cases, to speak without charge. For the 
last year, though, there’s been no need to solicit; 
he’s booked up for six months in advance with 
every sort of organization from service clubs to 
Campfire Girls. 

Hess carries a dozen samples of custom-made 
jewelry along with him to every lecture program. 
Included are every price range from inexpensive 
tie clasps to intricate brooches, rings, etc. He 
emphasizes that purchasers pay no big premium 
for these individualized gifts; and he shows as 
many lower-priced items as expensive ones. 

He brings up the word “Christmas” repeatedly 
at every lecture. ““Here’s an antique automobile 
tie tack,” he'll say, “. . . an ideal Christmas pres- 
ent for anyone interested in classic automo- 
biles.”” Or: “Women like a bracelet or necklace 
which bears their initials and which they’ll never 
see duplicated. Makes the perfect Christmas 
gift.”” So much talk about Christmas surprises 
spring and summer audiences, Hess admits. But, 
he claims, they good-naturedly recognize that 
they’ve been subjected to a Christmas “selling 
pitch’”’—and remember it. 

An expert jewelry craftsman himself, Hess has 
the help of a skilled assistant, Karl Bordy. Two 
benches are reserved from early summer until 
Christmas for custom jewelry production. Dur- 
ing the Christmas season, the two men may work 
10-hour stretches making nothing but earrings. 

“Our custom jewelry business grows each 
year,” says Hess. “Each gift-giver who is pleased 
sends us several more customers by the following 
Christmas. And the extra volume we’ve picked 
up this way benefits every department in the 
store.”’ Zea 





The entire Baumgold operation is pin-pointed one way—to furnish the trade with the finest quality 
in both diamonds and service. Baumgold believes that the retail customer is YOUR source of profit 
and that Baumgold’s responsibility is to help you in every way possible to get this profit... and 
to increase it. Perhaps that is why Baumgold has become America’s largest diamond cutter spe- 
cializing in service to the trade. Perhaps that is — SO — finished one* contain Baumgold’s 
Circle of Light and Jager Blue diamonds. 


580 FIFTH AVENUE, NEW 
LONDON 


NEW YORK LOS ANGELES «+ TORONTO « VANCOUVER 


YORK 36, N. Y. 


ANTWERP 
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il’ silhouette 
’ magazine. 


by Jerry Gewirtz 


Cuff Links Loom Big 


in New Trends for Men 


@ THE RETURN OF THE FRENCH CUFF for men’s 
shirts has brought back cuff links as a mark of 
the well dressed man. Shirts with French cuffs 
are part of the new “American Continental” style; 
and their output has increased by a reported 25 
per cent in the last year. 

This new silhouette has a lean look, with 
pinched waist, cut-away front, and _ cuffless 
trousers. It allows for lhttle ornamentation ex- 
cept at the end of the sleeve. Jacket sleeves are 
shortened, revealing the shirt cuff, which, neces- 
sarily, must be enhanced with a cuff link. 

All this adds up to fat sales possibilities for 
the retail jeweler. 

The new links are oversize; and they usually 
take their colors from the suit fabrics. The popu- 
larity of burnished brown in suitings favors the 
use of ivy green and topaz synthetic stones. 

Motifs from abroad are used in many of the 
new lines. This is appropriate since the American 
Continental is a toned-down adaptation of the 
Continental look introduced by Italian designers 
several years ago. There are French enamel and 
cloisonne links ; Wedgwood designs from England; 
hand-carved ivories from the Orient. Ancient 
coins make handsome links. 

An interesting variation of the Florentine 
theme has karat gold crafted so that myriad lines 
give it a tailored look. 

Despite the popularity of brown this fall, men’s 
jewelry accessories show an increase in white 
finishes. Jewelry designers and merchandisers 


(please turn to page 105) 
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THE FLOWER OF PRECIOUS JEWELRY 


Finest quality...exquisitely designed ...superlatively wrought 


Oscar Heyman & Brothers, Inc. 


642 Fitth Avenue, New York 19, N. Y. 





by Dr. Fre de rick H., Pough, (6 nological Consultant for Jt -~K 


A confusing, but beautiful, stone whose 


various “forms” suit any pocketbook. 1s 


TOP AZ, — Birthstone tor November 


@® THE GEMOLOGIST could easily confuse jewelers, customers and min- 
eralogists with a long dissertion of topaz and its “stand-ins.” What 
most jewelers mean by “topaz” is a brown variety of quartz. In all 
probability, this is the substance around which topaz myths and legends 
have entwined themselves. 

The name has described several substances through the ages. It re- 
ferred originally neither to our true topaz, nor to the stone that the 
jeweler terms “topaz quartz” or, more accurately, “citrine.” The origi- 
nal topaz according to the best modern geographical deductions is peri- 
dot, the stone that we now use for August’s birthstone. Topasius is 
said to come from a Greek word for “seeking’’: and refers to both a 
fog-shrouded island in the Red Sea and the stone that came from it. 
August’s peridots come from such an island, so it is not hard to deduce 
that the earliest topazes were peridots, or chrysolites, as they were 


sé 


alternately called. 

Just when, and why, the name topaz came to be applied to the mineral 
we know under that name would be an interesting bit of research. It 
appears to have been arbitrarily selected before Hauy’s day (1801) 

(please turn to page 76) 
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DIAMOND PLATINUM 


» by Raymond Abrahanis 


A truly outstanding collection of 
superb diamond platinum 
bracelets ... offering a wide 
range of prices to meet your 
special requirements. Bracelets 
illustrated priced from $750 
to $15,000 Keystone. Available on 


consignment to responsible jewelers. 
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551 Fifth Avenue, New York 17, N. Y. 
Phone — MUrray Hill 7-0457 





“Hm-m-m-m... 

This ticket tells me 

this is 5 months old. 
I'd better do 

something about it!” 


Quick, inexpensive visual stock 
control . .. a Monarch “extra” 


Monarch price marking 
gives you coded information on date purchased, 


Just a glance at you 


cost (as well as retail price)—valuable guides to 
your buying and selling plans. The coupon below 
will bring you facts showing how the Monarch 
Price-Marking System will save you time and 


] lls oe 
qaoiuars. 


MONARCH 
JUNIOR 
price-marking 
machine 


~ 


= 


“=== Fill out and mail coupon for information. -<«««««- 


THE MONARCH MARKING SYSTEM CO. 


216 South Torrence St ° Dayton 3, Ohio 


Please send illustrated folder on Monarch Junior price-marking 


machine; also sample Monarch Tickets, Tags and Labels. 


POST OFFICE... 
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TOPAZ—BIRTHSTONE FOR NOVEMBER 


(continued from page 74) 


and accepted by him in his mineralogy. 

True topaz is a crystallizing mineral of peg- 
matites, an aluminum fluorine silicate. The crys- 
tals have a hardness of 8, a refractive index of 
1.62-3, and a densitv of about 3.6. The commonest 
and largest crystals are colorless and may weigh 
several hundred pounds. With their relatively low 
refractive index, the colorless stones have little 
jewelry use. Occasional pegmatite crystals may 
be light brown or sherry color, probably tinted 
by the effects of the radiation released by radio- 
active minerals associated with them in the rocks. 
On exposure to light they soon fade to colorless 
or even turn blue. 

Blue crystals, resembling a pale aquamarine, 
are the next commonest type of topaz. The cause 
of the blue color is unknown, but irradiation ex- 
periments suggest that it may be a more persis- 
tent inversion of the brown tint, and associated 
with some structural defect or impurity of the 
crystal. Both the blue and the brown are in well- 
defined zones, and originally blue bands are the 
ones that turn brown on irradiation, all fading 
back to blue again in sunlight. The normal pale 
biue is lighter and bluer than most aquamarines. 
We never find a really deep aquamarine blue. 

Brown, a permanent golden-brown, is an un- 
common hue in topaz. The earliest truly golden- 
brown crystals came from a long, persistent vein 
in the vicinity of Ouro Preto, Brazil. The brown 
crystals are entirely unlike the pegmatite ones. 
Most are long prisms with simple four-faced 
pyramid terminations. They are deeply colored, 
and are not aftected by irradiation. Heat changes 
the brown or gold hue to pink, creating “‘pinked”’ 
topaz gemstones. Irradiation then returns the 
brown color. The rather rare, brilliant and at- 
tractive stones that are cut from these Brazilian 
crystals are sold by the jeweler as “precious 
topaz’ in distinction from the quartz stones. 

Pinked topazes are even rarer than the brown. 
One sees them more often in Victorian than in 
modern jewelry. In those days, brown 
were less salable than they are today, and the ad- 
vantage of a more easily sold, slightly more ex- 


stones 


pensive, stone was worth the small risk in the 
heating. Naturally pink stones were later found 
in Russia. 


Topaz Quartz (Citrine) 

The stone that almost every American jeweler 
sells as topaz is actually quartz. 

Natural citrine quartz is probably the rarest 
hue among the coarsely crystalline quartzes, far 


(please turn to page 738) 
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can offer you 


esslec & Cbeiss 
mountings! 


your wholesaler 
—and only your wholesaler 











RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART 


By Manny 
Silverman 


A JANUARY SALE 
WILL GET RESULTS! 


Planning ahead and good timing are 
necessary to achieve your objectives. 


in previous years, our January sales always pro- 
duced a higher percentage of gross sales in dia- 
monds, than at any other time of the year. 


A word of warning, however! It will be too late 
to make up your mind after Christmas. NOW is 
the time to plan ahead. For best results—LOOK 
AHEAD ... PLAN AHEAD. 


WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 FIFTH AVENUE 
NEW YORK 36, NEW YORK 


Telephone: PLaza 7-4692-3 








TOPAZ—BIRTHSTONE FOR NOVEMBER 
(continued from page 76) 
rarer than amethyst. However, there are numer- 
ous amethysts which turn brown on heating, and 
they supply the majority of the material that the 
jeweler sells. There is also a predominantly 
smoky quartz with an underlying yellow cast that 
is revealed when heat drives off the smoky hue. 
Thirdly, there is the original, and now rare, 
“Spanish topaz” that is naturally the hue that 
some of the darker heated amethysts become. 
Prices of “topaz quartz’? are comparable to 
those of amethyst. The hazard in heating ame- 
thyst to transform its color to red-brown is neg- 
ligible, and the cost is meaningless—for it pro- 
vides the market with a different stone and is an 
outlet for just that many more amethysts. 


Don’t Heat Amethyst 

Not all amethyst turns brown on heating. Some 
turn green. There is a locality in Brazil and an- 
other in Arizona which produce such stones. 
Some does not change at all, till it gets too hot; 
and then it cracks. 

In this connection, the jeweler should be par 
ticularly cautious in heating amethyst, lest he in- 
advertently be obliged to return a ‘“‘topaz’’ to a 
customer who brought in an amethyst piece for 
repair. I[rradiation will restore the color, as a 
rule; but this is an expensive solution to a prob- 
lem brought on by carelessness. 

Since the common topaz of the jeweler is 
quartz, we might give the properties of quartz, 
too. The refractive index (double) is 1.54-5: 
specific gravity 2.7, and hardness 7. The streaki- 
ness ot the color distribution is as notable in 
topaz quartz as it is in amethyst, and just as ap- 
parent from the back. When we place topaz and 
topaz quartz side by side, the difference in beauty, 
brilliance and luster is marked, and amply justi- 
fies the worth placed on precious topaz. But, only 
the true gem connoisseur can appreciate a real 
topaz and see the value in it. 

The synthetic offering, is, of course, a golden 
synthetic sapphire, a brilliant stone of most at- 
tractive hue. However, in view of the abundance 
of natural stones, it is not really necessary to turn 
to the synthetic substitute to get a fairly inex- 
pensive token. The jeweler is rather fortunate in 
regard to topaz. He can, in good faith, offer a 
precious topaz, an expensive and beautiful stone 
which will also allow the buyer something of a 
choice in colors. (A truly deep-colored, large and 
fine topaz would make a sale he could be quite 
happy about.) Yet with equal good faith, he can 
satisfy the modest buyer with something equally 
authentic, a topaz quartz or citrine, an attractive, 
durable and inexpensive stone. San 
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be _ The most wanted name in cultured pearls 


Precious...the cultured pearl that pays off in profits. It's Imperial...the best known, most wanted name 


~ 


in cultured pearls. It's Imperial... the pace setter in new exciting jewelry fashions. It’s Imperial... the 
cultured pear! that is constantly publicized and advertised. It’s Imperial...with tailored promotions that 
bring customers into the store. Why not get the facts now from your Imperial representative. 

IMPERIAL PEARL SYNDICATE, INC., world’s largest importers of the world’s finest cultured pearis 
WEW YORK: 681 Fifth Ave «+ CHICAGO: 5 N. Wabash Ave. « DETROIT: 914 Michigan Theater Bidg. + LOS ANGELES: ( Beverly Hills) 9441 Wilshire Bivd. * TOKYO: 2, 3-Chome, Yotsuya Skinjuka, Ku 
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(Advertisemen? ) 


The flourishing business reported by a jeweler in Hunts- 
ville, Alabama, gives additional evidence of the favorable 


influence on customers of nationally advertised brand- 


Strong Tie-In With = “™""™"" 


J. C. Sanders, Jr., owner of Vogue Jewelers, reports a 


personal satisfaction in selling nationally famous mer- 


National Brand Name chandise. In addition, his customer is assured of quality 


and, as a satisfied purchaser, will likely return with confi- 


Increases Business dence to do more business. 


In the case of Vogue Jewelers, located in Huntsville, 

For Southern Jeweler site of the U.S. Army missile research and development 
center, transient trade is heavy. A nationally known brand 

name on an exterior sign and in the window gives cus- 

tomers a sense of familiarity, and the name that is most 


familiar proves to be the name that sells the best. 
Dramatic Exterior Sign 


Identifies Store with kor the hest in diamond rings, Vogue Jewelers selected 
Top Quality _ Keepsake with its sales-building national advertising and 


merchandising program. Concerning this subject, here is 


what Mr. Sanders of Vogue Jewelers has to say: 


“Doing business with your firm is indeed a pleasure. 
We get a personal satisfaction out of selling a Keepsake 
Diamond Ring, because we know that our customers 


receive the best that money will buy. 


“Keepsake is the prestige line in diamond rings and fits 
in perfectly with our type of operation. We cater to wed- 
dings and, as a result, to nationally advertised exclusive 
lines. A Bridal Consultant is part of our regular staff and 


her services are much in demand. 


“Transient trade is high in Huntsville due to the great 
number of Army personnel stationed here at the missile 
center. The nationally known name Keepsake offers these 


customers assurance of quality. In this respect, our 


Keepsake sign on the store front has proved a valuable 
I ; | 


asset in drawing customers to our store. 


i. CL “Your fine national advertising program is helping us 
J. C. SANDERS, JR. tremendously. We will endeavor to improve each year and 


Vogue Jewelers 


Huntsville, Alabama do everything possible to add power to the Keepsake name.” 
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(Advertisement) 


‘ogue Jewelers brilliant brand-name sign acts as 
beacon of quality for transient customers. 
tram that have 
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other authorized Keepsake Jewelers are: 
If you are interested in building sales, 
NATIONAL ADVERTISING — A national TV program, “Ameri- profits and reputation, write today to: 


>? 


Can Bandst sate ABC ‘| V with host Dic k ( lark. the first network A H POND CO INC 
show ever sponsorea b\ <l diamond 4) eee plus big space “SYRACUSE 7) NY 
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youl hye st customers fo1 qgqlamol d ries young Ameri al. 


DEALER SALES AIDS —A full lineup including newspaper 
mats, colorful motion displays, neon sign, point-of-sale aids, 
iter commercials, radio and TV spots, consumer literature, 


, « > “7 
nd a special “teen-age” traffic building offer. 


“YELLOW PAGES” ADVERTISING — A cooperative plan to 
identify authorized Keepsake Jewelers in the “where-to-buy-it” 
section of local telephone books ... tied in directly with all 
Keepsake magazine adver 
PERFECT QUALITY \ big sales advantage for every Keep- 


sake Jeweler . . . guaranteed and permanently registered for 


+; " “a 
LISTING. 


customers protection by the Keepsake certificate. 


NEW, EXCLUSIVE PROGRAM FOR YOUNG AMERICA — 


An advertising and merchandising program geared specifically As a member of National Bridal Service, Inc., Vogue 
r ; , . . p , . , 
to attract more of the great teen-age market to Keepsake Jewelers Jewelers provides the services of a Bridal Consultant, 


stores ... for engagement, wedding and lifetime business. Mrs. John R. Lang, for the convenience of its customers. 


&] 





A JC-K aid to selling fine JEWELRY 


by 
JACK 
HARRITON 


Platinum pins 
that feature 
baguette, marquise 
and pear-shaped 
diamonds. Several 
come apart to 
form two 


smaller pins. 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece of 
custom-made jewelry is the sketch. which serves to define 
the wishes and needs of the prospective purchaser and the 
recipient. To assist in the development of such sketches 
—and business—JC-K presents each month, these plates. 


which can be cut out and assembled in a folder. This 
collection of material should be kept handy for consulta- 
tions with any special order prospect. With these, the 
jeweler can quickly determine the kind of piece and 
the type of design which will appeal to the customer. 
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DI A MONDS _Emerald Cut and Marquise 


We have a large stock of Precious Stones, 
mounted and unmounted from which to make 
your selection. Let us cooperate with you on 
your special calls. 

We are always interested in Purchasing 
Fstates, and your Customers Jewels for Sale. 


JEROME 


STAR SAPPHIRES 


RUBIES- EMERALDS ~STAR RUBIES 
SAPPHIRES + PEARLS+ CAT'S EYES 


ORAS CL DORN 


, 





RICHHEIMER 








GEMS OF 
THE MODE* 


© 608 Fifth Avenue Phone Circle $-5673 New York 20, N.Y. 





PAST 
MASTER 
RINGS 


Handsomely fashioned in 
LK vellow gold with white 
gold top emblems. these 
rings are a fitting reminder 
of past Masonic honors. 
Some are set with fine qual- 


diamonds. 


THE NAME THAT MEANS 


Werrertine BS enay 2 C0. | Sne Cnllomatie Jewelry 


MEN™MBSBBER AMERICAN 





society 8S ROSE STREET, NEWARK 8, N. J. 








“ARE SoH CR nowy 


— ° 
PLASTIC 
IN ALL COLORS 
PARCHMENT 
ee limomaiiial 
mfd.by ARCH CROWN TAGS, INC. 
277 Halsey St., Newark 2, NJ. 


This replica of the Liberty Bell in cultured pearls, 
during the next 12 months will be displayed at lead- 
ing department and jewelry stores. 

Valued at 1 million dollars it is from the Mikimoto 
Collection. 


K. MIKIMOTO & CO. LTD. 
2 WEST 46th ST.. N.Y. C. 36. N.Y. 
JUDSON 6-6992-3 


GUARD THOSE DIAMONDS 


(continued from page 66) 


the jewelry salesman who parked his automobile 
on a street in a Midwest town and then dis- 
covered he did not have the proper change to 
operate the parking meter. Although his jewelry 
display case lay in full view on the back seat of 
the car, the salesman left the automobile unlocked 
and unattended while he went to obtain change 
for the meter. When he returned, the jewelry 
case—and the $49,000 worth of diamond rings 
it contained—had disappeared. 


$150,000 in Jewelry—Gone! 

In another instance, a salesman in Florida set 
his sample case containing $40,000 worth of 
jewelry on the sidewalk while he unlocked his 
car. He had driven 50 miles before he discovered 
the case was not in the car and remembered that 
he had left it on the sidewalk in front of the last 
jewelry store he had visited. A salesman in an- 
other Florida town placed his two sample cases 
on a hotel telephone counter, made a call, and 
then proceeded a few feet away to the hotel desk 
to register. When he returned, the cases and 
$150,000 worth of jewelry were gone. 

Still another diamond merchant carried a 
package of diamonds inside his shirt, relying 
upon his belt to hold it in place. It was only 
when he was driving leisurely along the turn. 
pike after stopping at a roadside restaurant 
for food and to freshen up, that he discovered 
the package was gone. The total loss—approx- 
imately $67,000. 

Even the careful salesman may, of course, be- 
come the victim of a clever jewel thief. A sales- 
man with over 40 years’ experience had com- 
pleted his business in Ohio and was ready to go 
on to Pennsylvania. Long experience had taught 
him certain precautions. For example, he had 
left his jewelry case in the hotel vault overnight. 
Now, he arose early and after checking out of 
the hotel and retrieving his jewel case from the 
vault, he proceeded by taxi to the railroad sta- 
tion. Meeting a redcap just outside the station 
door, the salesman checked his case and saw it 
placed on the baggage carrier. He then went 
into the station to purchase his ticket and, upon 
his return in less than two minutes, he noted 
that the jewelry case was no longer on the bag- 
gage carrier. Inquiry revealed that the redcap 
had also stepped inside the door for a moment— 
and that was all the time that the thief had re- 
quired. 

Less than a week later, a known jewel thief 
was arrested in Illinois in connection with a 
Florida jewel theft. At the time of his appre- 
hension by FBI Agents, the jewel thief had at- 

















Originally established 1866 


Kahn-« Jacobson, |[nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
and 


Telephone: ClIrcle 56-4313 
- , . 82/834 Holbo Viaduct, Lendon 
Jacobson Bros. Diamond Corp. ooiat patent - inom stony Want 
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® Full Mark-Up— 


"“EXPANDROS" are sold at suggested resale prices 


@ Easy To Service—You fit or repair “"EXPANDRO" watchbanas 


while your customer waits. 


Stainless Steel $2.95 to $5.95 : RGP & G F $5.95 to $10.95 
PRINCE High Quality English-Made Watch Straps 
Reno-Lepaute Watch Timing Machines 


CADMAN MANUFACTURING COMPANY 
2038 N. Telegraph Road 


Dearborn 7, Michigan 
Exclusive U. S. and Canadian Distributors Available through selected wholesalers 











BUILD PROFITS 


with 


Football Charms 


Bisher 


Selling football charms in 
team lots is fine business, in 
Gold Filled, Sterling, or 
Karat Gold. Fisher service 
offers 4 sizes. Orders for 
Special engraving can be 
handled easily. Catalog 
available. Sold through 
wholesalers. J. M. Fisher 
Company, Attleboro, Mass. 





RACINE 
se elale 
Foremost 
Selections 
GALLET TIMERS 
GALCO TIMERS 
SECURITY TIMERS 
GUINAND TIMERS 
RACINE WATCHES 


CHRONOGRAPHS 


BY GALLET 





Specially-Designed 


NUN'S WATCH 


by RACINE 


Fine Silver Case 
Incabloc 


This Racine nun's watch 
is as distinctive in de- 
sign—as it is accurate 
in performance ... 10!/ 
ligne, 17 Jewel move- 
ment; unbreakable type 
mainspring—Radium dial 
has sweep-second hand. 
Write for catalog showing the 


Nun's watch and other spe- 
ciol-purpose watches. 





MES RACINE « company, inc. 


20 WEST 47th STREET, NEW YORK 36 


tempted to run and a package which dropped 
from his coat was recovered by the Agents. Upon 
examination, the package was found to be a 
shaving kit wrapped in a small grocery bag. A 
further examination revealed that the kit con- 
tained 42 ladies’ diamond watch cases, valued 
at $16,000, which were subsequently identified 
as a portion of the merchandise stolen from the 
baggage carrier in front of the railroad station. 


An Ounce of Prevention... 

As with any crime, the best way to fight the 
huge monetary losses resulting from jewel thefts 
is to prevent the thefts before they occur. The 
jewelry salesman himself is, of course, in the 
best position to prevent such thefts. Here are a 
few simple suggestions to the jewelry salesman 
which, if followed, can do much to safeguard 
against thefts of this nature: 

1. Vary your routine. As previously pointed 
out, the jewel thief is willing to study his vic- 
tim’s movements over a long period before the 
actual theft. 

2. Never leave expensive 
attended in an automobile. 

3. Do not leave jewels alone in a hotel room 


merchandise un- 


or in a locker in a public place. 

4. Do not turn your back on your jewelry 
case for even a moment in any public place. It 
takes only a split second for the clever, prepared 
thief to whisk away the case and all its valuable 
contents. 

5. Always give the proper care and attention 
to the expensive merchandise in your possession. 
Remember you are responsible for its safekeep- 
ing. 


A Safeguard: “Mark” Big Stones 

In the event of thefts of jewelry of course, 
the most difficult problem encountered by the 
investigating officers and the court is the identi- 
fication of the stolen jewelry when it has been 
recovered or is known to be in the possession of 
a thief. One method of circumventing this prob- 
lem might be the “‘marking’’ of a few of the 
larger stones carried by salesmen, somewhat 
similar to the practice followed by banks in hav- 
ing “marked” money included in money stolen 
from the bank. 

One such method of “marking” or “‘fingerprint- 
ing’ the larger stones is done by projecting a 
beam of light into the table (the upper flat facet 
of a precious stone) and photographing the re- 
fiections from the facets. The stones are then 
classified as to the kind of stone, cut, size, and 
weight, and the photograph of the reflection is 
classified. A later photograph can then be super- 
imposed on the classified photograph to make 
the identification. Zee 
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Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeraids, Catseyes ... 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design... 


VAY VAL VALLE 
Formerly Robinson & Sverdlik 

610 FIFTH AVENUE, Rockefeller Center 
New York 20, New York 


Over 35 Years of Service to Leading Jewelers 














5-MAN BOWLING 
OR BASKETBALL 


PACKAGE 


another ARLEN 
exclusive! 


, » get one magnificent 28" tall 
TEAM TROPHY complete with 5 bowling or basket- 
ball figures—and five 14" INDIVIDUAL TROPHIES 


to be presented to each guy or gal on the 


Individual 
Team 
Member 


mae Each of the 5 trophies is an exact duplicate of the 


W B56/3 14 
Team Championship Trophy $11.40 


WB33/23 28” $37.50 larger TEAM TROPHY and a gem in its own 
ORDER right—ready to be individually engraved for each 
ALL 6 TROPHIES winner 


TOGETHER FOR THE 
FABULOUS LOW PRICE OF 


$440 ARLEN TROPHY CO., INC. = Soviet . | 
NET. ——— 


68 Brook Avenue, North Plainfield. N. £ cima: 


winning team. 
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Surplus Silver, Diamonds and Jewelry 
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We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 


Dun and Bradstreet 
The First National Bank of Memphis 


Julius Goodman 


& Son 


Memphis Jewelers Since 1862 


113 MADISON AVENUE @ MEMPHIS, TENNESSEE 





NOW —KALBE-CROMWELL 


COMPLETELY ADJUSTABLE 
BANDS AT NEW 
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SAVE! 


#2300 

LADIES EXPANSION 
BANDS in S.S 
NOW — only $2.50 


RETAIL $7.50 


SAVE! 


#2240 

MEN’S SS. 
EXPANSION 
BANDS. 

CENTER ADJUST 


Beau 
COMPANY 
© 


43 WEST 24th ST. 
NEW YORK 10, N. Y. 








MEN’S EXPANSION 
BANDS in SS. 
NOW — only $2.50 


RETAIL $7.50 
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BUILDING SALES VOLUME IN THE 

SERVICE DEPARTMENT 

(continued from page 65d) 

tive and insist that the watchmaker’s sole func- 
tion is to repair or service watches and that if 
he does this properly he amply fulfills his posi- 
tion in the store. 

Other jewelers take a diametrically opposed 
point of view. They maintain that a trained 
watchmaker can be of tremendous help to the 
sales end of the business by acquainting the 
salesmen with the important features of every 
watch stocked in that establishment. In addition, 
he should be able to assist with any customer 
who demands technical information about chron- 
ographs, automatics, etc., that may be beyond the 
salesman’s knowledge. In situations like this the 
importance of a watchmaker’s ability to sell is 
beyond debate. 

There are instances also when extra sales help 
is needed to cope with a sudden rush of business. 
The watchmaker who has the added ability to 
sell becomes a valuable asset to any store in such 
an emergency. Unless a store is staffed with 
sufficient sales help, it is always a good idea, all 
other things being equal, to employ a watch- 
maker whose knowledge, experience and person- 
al attributes are supplemented with the ability 
to wait on customers. 

Where a watchmaker works on a straight 
salary basis this supplementary selling offers no 
problem. The time for which he is paid belongs 
to the store and can be used either at the bench 
or behind the counter as required. The problem 
of remuneration for selling ability arises only 
where the watchmaker is paid a commission on 
actual work produced at the bench. In such cases 
the commission rate is usually established at a 
slightly higher level to compensate for any time 
that may be devoted to selling or to the handling 
of minor adjustments for which no commission- 
able charge is made. Usually, the watchmaker’s 
commission is a flat 50 per cent of the work he 
produces regardless of the fact that the store 
supplies all necessary material. 


Guarantees? How Long? 

Another question frequently asked is whether 
the jeweler should guarantee his watch repair 
work and, if so, what should the guarantee cover 
and for how long. With few exceptions jewelers 
agree that it is necessary and wise to guarantee 
their repair jobs. The only point on which there 
is difference of opinion is the length of time a 
guarantee should cover. 

The most common type of guarantee is for 
one year and it includes workmanship and parts 
replaced. However, many guarantees clearly 
state that parts broken by accident or as a result 
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JC-K readers have asked for this— 


JC-K meets the need 


As a reader of JC-K, you are en- 
titled to the full facilities of ‘‘jewelry 

industry information headquarters.’’ 

In order to provide this extension of 

JC-K service right in your store, 

your publication is now compiling 

the most monumental reference 

source ever assembled in one vol 

ume! This is the JC-K JEWELERS’ 

DIRECTORY—a standard size book 

weighing over 4!'%4 Ibs. As easy to 

use aS an encyclopedia! Enables 

you to instantly locate the sources for all 

goods or services sold through or used by the 

retail jeweler. 

Included also is a listing of over 10,000 names, 

addresses, and phone numbers of sources of 

supply for the retailer. This, plus 36 pages of 

editorial material of a reference nature for the 

retail jeweler. The features of this book are too 

big to describe in this limited space. Briefly, 

though, it presents the services that you, the JC-K JEWELERS’ DIRECTORY ISSUE 
retail jewelers of America, have told us you A Chilton Publication 
need. JC-K is happy to produce them! Chestnut and 56th Streets Phila. 39, Pa. 

















| of abuse or neglect are not covered by that guar- 
| antee. 

| Many jewelers do not undertake replacement 
| of staffs or mainsprings unless watches are over- 
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“Pearls of Wisdom” | CASPER UJewelers 


7 | WATCHES --*- DIAMONDS ----JEWELRY 
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Orienta 964 Randolph St. 
Cultured Pearl MENMIPHIS, TENN. 


WE ARE FAMOuSs FOR 
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Pendants 


Figure 13. Guarantee form printed 
on the back of a business ecard. 
Write for our illustrated folder. . . 
hauled at the same time. Experience has taught 
O.. INC them that such watches, sooner or later, are 
LEYS, CHRISTIE & CO.., : | 

6m Seseen 0.. tw ocd brought back with the complaint that they never 
- ran properly “. .. ever since you put in the new 
parts.’ By following this policy they save them- 


Bl | Y | N | ( | selves future headaches and the few jobs that 
_ are lost, because of such insistence, more than 
| ' make up for the good will that is jeopardized 
DIA \ / 8 N\ | 1) S 2 ' when customers come back to complain. 
° Those jewelers who are willing to make such 
at Cs > 


replacements without demanding that the move- 
ments be overhauled clearly indicate that they 
cannot guarantee the performance of the watch 
merely because a new vital part has been in- 
stalled. They do, however, give the usual six 
months or one year warranty on the replacement 
made. 

Buy straight sizes in single cuts, Few jewelers have any sort of formal guaran- 
melee and full cuts tee blanks or certificates covering their repair 
Buy established color, quality work. Occasionally, a guarantee form is printed 
and price line on the back of his business card. Thus, the card 
Buy uniform grading and sorting | serves two purposes: it advertises the store and 
acts as a guarantee blank. See Figure 13. 

In some establishments, where a “good” price 
is charged for all work done, parts broken dur- 
ing the life of the guarantee are replaced with- 
Buy all of these important | out charge or argument. These stores feel that 
considerations jrom: | the customer’s good will and friendship are well 
worth the extra expense incurred by the no- 
-) METH AVE « NEW YORK NY charge replacement. In such cases the breakage 

MU reay didi 2.2007.8 is called to the attention of the customer in a 
hein sydd sclael mcd Unolk reaurst most tactful manner and a notation of the free 
replacement is made in the repair records. 
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Buy at the most competitive prices 


Buy more than 100 years of 
diamond experience and integrity 


AN PRAAG DIAMOND COMPANY 
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Where there is repetition of such breakage, dur- 
ing the guarantee period, a charge is justified 
for parts replaced. 

To make their guarantees impressive many 
repair departments guarantee mainsprings for 
the life of the watch. The lifetime or unbreak- 
able springs they use cost little more than the 
regular type but the “psychology” of such a life- 
time guarantee has tremendous sales and good 
will value. 

On the other hand, many retailers feel that a 
six-months guarantee is long enough. They point 
to the 90-day guarantee given by automobile 
service departments both on work as well as 
parts. These jewelers argue that if a car owner 
willingly accepts such a guarantee on a machine 
weighing thousands of pounds it seems unrea- 
sonable to them to asume responsibility to main- 
tain a delicate mechanism, weighing only an 
ounce or two, over a period of time four times 
as long. 

The time element in a watch repair guarantee 
depends a great deal on local competitive condi- 
tions. Where all jewelers in a town are willing 
to adopt a uniform guarantee a lot of unpleasant 
competition can be eliminated with the ultimate 
“consumer” none the worse for it. The uniform 
guarantee period is in successful operation in 
the automobile industry and there is no appar- 
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ent reason why it cannot be similarly established 
in the field of watch repairing. 


‘“Loaners” Are Part of Service 

The question is frequently asked whether it is 
necessary or even good business to supply “‘loan- 
ers’? to customers while their watches are being 
overhauled. Many jewelers say “Yes”; equally 
as many say “No.” The pros and cons of the 
argument can be examined quickly. 

The nationwide survey conducted by The 
Watchmakers of Switzerland disclosed the fact 
that service was the one thing the jeweler can 
and should give to his watch customers whicn 
the non-jeweler outlets either overlook, neglect 
or simply cannot afford to render. The survey 
suggests that this service should go beyond the 
mere offering of dependable and honestly priced 
repair work. In this respect, the survey con- 
tinues, the jeweler’s service operation must be 
a vitally important part of his sales operation. 

When a customer is offered the use of a “loan- 
er’? he cannot help but appreciate the desire of 
that store to be of service to him. Even if he 
does not accept the temporary use of such a 
watch, he is compelled to have a kindly feeling 
for the establishment because of its good inten- 
tions. That’s how good wil! is built. 

If the “‘loaner’’ is accepted it may stimulate 
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JUST LIKE EXTRA STOCK 


FOR CHRISTMAS Wo Charge’ 


Still in time for holiday selling! When you show your custom- 


ers the Juergens & Andersen Dealer Gift Book, it’s just like 


an extra million dollars of stock in your vault. 


Never again need you lose a sale because you don't have the 
“exact right piece’ to show, for here it is! Beautifully illus- 


trated, readily saleable. 


Write for your free copy of the Juergens & Andersen Dealer 
Gift Book today—and remember—since 1854, J&A has meant 


the finest! 


\ergens Andersen D 


55 EAST WASHINGTON STREET 
CHICAGO 2, ILLINOIS | 
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(Gp » the sale of another watch. How? By lending 
o- the customer a dependable, low-priced automatic 
{ , for this purpose. When he is told that this 
KM Nga, TOS STOP watch will run without winding ... that he 
£ oT fa 3 losing sales on merely has to wear it and that it will wind itself 
| a high-profit item! ... he is, invariably, as tickled with it as a boy 
START with a new toy. And once the customer becomes 
making accustomed to the carefree service a self-winder 
money on makes possible it is not unusual for him to want 
one of his own. That is the “pro” side of the 
argument and it is worth noting that this word 

“pro” is exactly half of the word “‘profit.” 
The negative side of the argument can _ be 
summed up quickly. Many people have little re- 
Why pass up stopwatch cus- gard or respect for the other man’s property, 
fomers...stopwatch profits.. ps. thus “‘loaners” frequently are returned in bad 
when Clebar can furnish you Wax ze condition and in need of attention. Others say 
SENS ae er ae yj AA 30 ee N72 557 aN) that it does not pay to tie up money in such 
ene eee | ‘“loaners”’” because the ultimate results do not 


precision timing need. ae 4% 
justify this. The claim is also made that it is 


Stopwatch of 

Split-Second Accuracy #2 too troublesome to get a signature when the 

FILL OUT AND MAIL COUPON BELOW TO 4|\E a watch is loaned and too much of a bother to time 

CLEBAR WATCH COMPANY, 15 W. 44th St., N. Y. 36 and check over the watch to get it ready for its 

FREE Rush full information, catalog and wholesale price list. 
No obligation, of course. 


next trip out. 

The best way to determine the merits of the 
idea is through actual experience. This can be 
accomplished in a modest way by employing two 
or three inexpensive automatics as “loaners.” 
Try it out for 60 or 90 days. If the results are 


enn ~~ ~~~ ~~~ ~~ ee nnn nnee satisfactory the experiment can be increased in 


Name 





Address 





City Zone State 








z . ' scope. If the end results do not justify continu- 
ance of the experiment it can be terminated and 
the “loaners’’ sold as shop-worn merchandise. 
However, even if a watch is never sold as a di- 
rect result of the scheme the good will it can and 
will produce is something well worth considera- 
tion. is 


Next month’s installment, part 6 in this 
series, will discuss how to advertise the 
service department. The effectiveness of 
newspaper, radio, TV, post card, third class 
mail and handbill advertising will be re- 
viewed — together with the cost of each 
method for keeping your name before the 
public. 





In early times when the goldsmith wished to 
add color to h is Je We lry he inlaid t hie gold with 
bits of sard, turquoise or lapis lazuli. These tiny 


see your wholesaler today and join the pieces of stone had to be ground into the proper 
dale)0h-r-1 ale h-me) Md ¢-1 1-16-91 1d-1-10) am eee) an a] al shape and size by rubbing them against one an- 
from this terrific seller. other before fitting them into their metal base— 

a long and tedious. process. Glass, on the other 


hand, when used as ename}l wn place of INSE ts of 

Fiancll Goldstein-Gerson co.inc. stone, required no such grinding, and when it was 
eS 8 YU pide 3 Withlade , set in patterns rimmed with gold the effect of 

jewel-like color was scarcely distinguishable from 


130 WEST 46th ST. © NEW YORK 36, N. Y. that of stone inlay 





@ Time-Saving Sign: The huge birthstone 
poster, pictured here, hangs on the rear part! 
tion wall of the Joseph K. Fasold jewelry store 


, 


lfport, Miss. Lettering is large enough 


be read from any part of the store. 


is a reminder 1 ustomers 
’ } 
MaKe weicome 


personne! rom dozer 


birthstone 


@ Gifts for Baby: Divider strips, which screen 
the service department at Evert’s (Dallas, 
Tex.), make an ideal place for glass shelves 
of infants’ gift merchandise. The three shelves 
of varying sizes and widths hold about 40 
items which show up conspicuously against 
the dark wood. Women customers are drawn 
to the display, says the management: and 
they like the freedom of selection which the 
serve-yourself shelves offer. Impulse buying 

far in advance of a baby’s arrival—has gone 


up appreciably since the shelves were installed. 


F. & F. Felger, Inc. 


x 


slelarcmnelelt 
RIND) 
Salate 


a Mi lalel-Me.) ¢-16-m-e-mael-melalhy 
man-made star sapphires and 
star rubies produced under 
oler-1iig’meelsidceli-mieMal-4ie 
they match the perfection 


of natural star gems. 
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CHARLES F. WINSON 


580 FIFTH AVENUE. NEW YORK 36 





NEW YORK CITY 
Alsan Mfg. Co 
Beckerman & Lerner 
Belenky Bros ine 
Bickson, Ine 
Boteli Ring Co | 
j. L. Brandt Co 
Bristol Seamless 
Ring Corp 
Loronet Jewelers 
Davidson & Sons Jiry. Ca 


ine 
D'tsposite Bros 
E. S. Feinstein & Ce 
Fiyer Brothers 
Harry & Ben Frackman 
ine 
Gevertz & Co., Ine 
Glaser Co 
Goldstein-Gerson Co 
Green & Co., Jirs.. Ine 
Benjamin & Edward j 
Gross Co Ine 
Harry Guise, Ine 
H. Hamburger Co.. Ine 


Morris Kaplan and Sons 
Charles Kcppel Ring Co 
S. K. Jiry. Co.. tne 
Mercury Ring Corp 
Perke!l & Klein, 
Aaron Perkis 
Samuel Platzer Co.. Ine 
S. & M. Jewelry Co 
David Sarkin. Ine 
William Schneider 

ine 


R. Wood & Sons, Ine 


BUFFALO, N. Y 
The Bock-Lewis 

M. A. Reich and Co 
Star Ring Mfg. Co Ine 


CHICAGO, ILL 


Emil Braude & Sons 
Hart Ring Co.. Ine 
Hirsch and Oppenheimer 
Harry Rotter 

Fred Seltzer Co ine 
Stein & Ellbegen Co 


INDIANAPOLIS, IND 
Goodman and Cempany 


MIAMI. FLORIDA 
Louis Lang & Ceo 


MINNEAPOLIS. MINN 


Ostbye and Anderson 
Ring Speciality Co 


ST. LOUIS MO 
Kinsley & Sons, Ine 


OHIO 

Fratianne Mfa. Ceo 

i. B. Goodman Mfa. Cx 
Inc 

Swirsky Bros., Ine 

The Victor Corp 


PENNSYLVANIA 


Byard F. Brogan 
Heim and Hahn Ce 


PROVIDENCE, R. ! 
Dolan & Bulleck Co.. Ine 


NEW JERSEY 

Acme Ring Mfg. Co., Ine 
Church & Company 

F. & F. Felger, tne 
Jabei Ring Mfg. Co.. Ine 
Jones & Woodland Co ine 
Larter & Sons, Ine 


WORLDWIDE 


COLUMBUS S-26S€E 


**Lindle’ is a registered trademark of Union Carbide Corp 























Dis linctive CG reations 
in ‘Sine 
14 _Kt oe 18 Kt Gold 


4 welry 
f 


Clips, Ear Clips 


Bracelets, Charms 


“Schuler” Patent 
Ear Clip Backs 


Preformed Parts. Ine. 


ASSOCIATED WITH GEO. SCHULER & Co., INC. 
2920 Bedford Road. Pleasantville. N. Y. 


SALES OFFICE: 515 MADISON AVE., NEW YORK 22, N. Y. 














Do You Sell Goods 
That The Jeweler Sells? 


Inquire about the JC-K JEWELERS’ 
DIRECTORY, to be published mid-1960, 


and its value in your promotional plans. 


JC-K JEWELERS’ DIRECTORY ISSUE 


A CHILTON PUBLICATION 
Chestnut & 56th Sts. Phila. 39, Pa. 














available in 10K & 14K yel- 
low gold or yellow and 
white. Ask your wholesaler 
to show you the complete 
line of the finest in Relig- 
ious Jewelry. 


10K—19.50 
Keystone Prices 14K—25.50 


* Write for complete 
information 








BARRASSO & BLAS! INC. 
31-33 GOVERNOR ST., NEWARK, N. J. 








NEW DIAMOND STYLES 
(continued from page 50) 

in close-up detai! on pages 50-55 and on the front 
cover. As you study them, you will note: 

ee A new subtlety in floral motifs. No roses 
or daisies. Instead, a branchlet from a white ash 
tree, with ten diamond seedpods .. . or a bamboo 
sprout suspending six marquise diamonds. 

@ @ A new freedom in three-dimensional form. 
Spikes and bars of platinum combine with round 
diamonds in an abstract brooch. A flotilla of tiny 
sailboats may be worn separately or anchored 
together. A bracelet that looks as fragile as spun 
sugar turns out to be a group of ballet dancers, 
with heads and bodies of diamonds and marqulise- 
cut sapphires for skirts, all securely mounted in 
platinum. 

@ @ New interest in mobiles. A diamond and 
platinum brooch has tiny fish swimming through 
seaweed, each fish freely suspended. Each of the 
seedpods in the “white ash” brooch is mobile. 
So are the diamonds hung from the ‘“‘bamboo.”’ 

@@ New treatments for all types of curved 
cut diamonds—round, marquise, pear and oval. 
No emerald-cuts were employed. Baguettes were 
freely used, however. 

@@ New tonalities in metals. Textured gold, 
sometimes 18 karat, is combined with polished 
gold or platinum. Canary diamonds, sapphires, 
rubies, cultured pearls, baroque pearls, and ame 
thysts are used for color accents. 

In addition to the designers whose work is 
shown on these pages, awards were presented to: 
Roger Blanc of Geneva, Switzerland; E. Meister, 
Jewelers, Ltd., of Zurich, Switzerland; Schilling 
of Stuttgart, Germany; Schimpff Studio of 
Bloomington, Ill.; Spritzer & Fuhrmann, Ltd., of 
Curacao, Dutch West Indies; and Mare Koven, 
Montreaux Jewelry Co. and Edwin Pearl, all of 
New York. 

Thousands of Americans will see likenesses of 
the award winners’ work during the coming year. 
Kodachrome transparencies of the 48 jewels went 
on exhibit last month at the Museum of Science 
and Industry in Chicago. Other museums will dis 
play the kodachromes later on. 

George Skinner of N. W. Aver and Son, Inc., 
introduced several members of the Selection Com- 
mittee at the fashion luncheon—Nancy White, 
editor of Harper’s Bazaar; Hedda Hopper, the 
syndicated columnist, and Mrs. M. Robert Gug- 
genheim of Washington, D. C. Miss White pre- 
sented the awards to the winning designers. 
Others who judged this year’s competition were 
Betsy Palmer, TV star and fashion commentator, 
and three fashion leaders, Mrs. Philip D. Armour, 
Jr., of Chicago; Mrs. Henry Fonda of New York 
and Mrs. L. Kemper Williams of New Orleans. 
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‘dratherbe RIGHT .. 





with House Beautiful 


Writes Mr. Thomas Hall, Jr., Advertising 
Manager of Fostoria Glass Company. 


“We consider the audience and the merchandising 
possibilities of House Beautiful as being right for 
Fostoria’s rich-colorful new decorative glassware 
line, Heirloom. 


“Our ad emphasized the beauty, styling and ex- 
citing decorative possibilities of these ‘free-form’ 
pieces and House Beautiful through its powerful 
audience of 730,000 home-oriented, design-con- 
scious families is pre-selling our dealers’ best cus- 
fomers. 


“Equally as important, House Beautiful’s well- 
known retail readership helps us impress our 
dealers with the value of merchandising this ad- 
vertising through the use of colorful point-of- 
sale material. 

“House Beautiful is helping to create a preference 


for Fostoria in the highly creative decorative and 
eift market.” 


Now is the time to sell to House Beautiful’s highly selective 
audience of 730,000 better-income families (Average: 
$15,715). In themselves, these families are an incredibly 
responsive market. But they also represent leader influence 
— the kind of influence that sets taste trends and buying 
attitudes for the rest of the country. 


Can your products use this taste-leader vitality that pro- 
duces sales at once — and once sold, influence millions? 


Sells Both Sides of the Counter 


muse beatiful 


A HEARST KEY MAGAZINE 572 MADISON AVENUE. NEW YORK 22, NEW YORK 
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EXCLUSIVE FOR THE RETAIL JEWELER 
\ sa 


7tey PROCTOR 


"BUTTERFLY DESIGN’ — 


TOASTER 


At last... a toaster with the flair and fashion of fine 
jewelry! This glistening chrome silhouette is sheer... 
simple. A dramatic contrast for its sparkling, trans- 
parent fibre-glass end-panels ... panels made vivid by 
the multi-colors of real butterflies and the frothy spray 
of true fern encased witiiin. Only in this Proctor Toaster 
have you a genuine jewelers’ item... precision-made 

.. exquisitely crafted...and exclusively yours for 
the peak selling Christmas season! 











WITH THESE FINE PROCTOR FEATURES! 


i Guaranteed 
@ Select-ronic color beam lights up — 
automatically controls toasting time 





@ Jet speed element—provides twice 
the toast in half the time 


NO OTHER CLASS OF TRADE CAN CARRY THIS TOASTER 


% PROCTOR 
for the retail | 


jeweler 


as a specialist —with all the techniques 
and facilities for low cost production— 


IS THE ONLY FAMOUS BRAND 
WITH A REAL PROFIT PROGRAM 
EXCLUSIVELY FOR RETAIL JEWELERS 


Proctor keeps retail jewelers “competitive” even at today’s discount prices! 


Call, write or wire collect to Proctor Electric Co., 700 W. Tabor Road, Phila. 20, Pa. - GL 5-8500 
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Table top fashions 


From Royal Doulton’s collection of authentic 
character jugs, “Long John Silver’ can be used 
for flowers, pens, etc.; 6” size retails for 
$12.50; 4” size for $6; colored by hand. From 
Doulton & Co., Inc., 11 E. 26th St., New York. 


In rich colors of green and gold, this “Au- 
tumn Memory” design is done on the new “Pre- 
mier” line of melamine dinnerware made by 
Oneida Silversmiths, Oneida, N. Y. Service 
for eight retails for $49.95; for four, $19.95. 


In limited edition, new “Cactus Wrens” were 
modeled by Doughty in natural desert setting. 
English bone china in actual size and color, they 
retail at $1250 a pair. From Worcester Royal 
Porcelain Co., 11 E. 26th St., New York. 


Added to the “Informal” line of casual china 
tableware are these pieces—divided vegetable 
dish and scooped gravy boat—available in four 
different patterns, all designed by Ben Seibel. 
From the Iroquois China Co., Syracuse, N. Y. 


A verge circlet of golden bowknots, with a gold 
edge line, makes up this “Somerset” pattern in 
Franciscan Masterpiece china; 5-pe. setting, 
$21.75 retail. From Gladding, McBean & Co., 
2901 Los Feliz Blvd., Los Angeles. 


Simple in styling is this “Cyclops” pattern 
in Kosta crystal from Sweden. Martini mixer 
holds 24 ounces and may be retailed for $10; 
glasses retail at $2.50 each. From Ebeling & 
Reuss Co., Fifth and Locust Sts., Philadelphia. 
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NATURAL C 


Amethyst Jamestown 


with Mayfair 


Green Jamestown 


with Woodbine 


DINATES! 


Amber Jamestown 


with Indian Summer 


Blue Jamestown 


vith Blue Diamond: 


Learn how easy it is to sell 
mey-1 4) st- tee l-laal-s-acelie 
with everyday dinnerware 


All you have to do, really, is put 
your Jamestown on tables with your 
dinnerware. Place-setting displays are 
best, of course. Then watch it move. 
Jamestown’s colors were specially cre- 
ated to make it an obvious natural 


with dinnerware. 


Dealers, coast to coast, report 


successful tie-in sales with everyday 


dinnerware patterns like those above. 
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Your own Stock and good judgment will 
suggest dozens of other good combina- 


tions for all colors and crystal. 


Other useful selling points: Jamestown 
gets its look of quality because it’s 
hand-molded. This also gives it amaz- 
ing durability. And the price, as you 


know. 1S most attractive. 


If you don’t now carry Jamestown, 


you ll want to get in on this source 
of additional revenue. Get in touch 
with your Fostoria representative or 
write direct. 
FOSTORIA GLASS COMPANY 
MOUNDSVILLE, WEST VIRGINIA 





Table top fashions 


This is the “Overture” pattern with a hand- 
cut wreath around a wide-bowled stemware 
shape. It retails at $3.50 per piece. Plates: 
7” size, $4 retail; 8” size, $4.50. Manufactured 


: ; “Franconia Rose.” in Franconia china from 
by Fostoria Glass Co., of Moundsville, W. Va. 


Bavaria, shows vignette of rose and leaves on 
rim shape, finished with gold bands; 5-pe. set- 
ting, $11.95 retail. From Herman C. Kupper, 
Inc., 39 W. 23rd St., New York. 


One from a series of seroll-edge dessert 
plates in Spode Imperial. Each has a different 
botanical print of orchid in full color to retail 
for $39.60 a dozen. Sold by Copeland & Thomp- 
son, Inc., 206 Fifth Ave., New York. 


“Henrik” design in Van Dow-Hovmantorp 
crystal from Sweden has delicate cutting on 
tapered shape—retail $36 to $42 a dozen. 
Also plain in both crystal and smoke, retail from 
$24 to $30. From Van Dow-Fenton, Ine., 225 
Fifth Ave., New York. 


’* 


New is this “Prelude” design in crystal “Lafayette,” a new china pattern, consists of 
stemware created by Orrefors in Sweden, with a rich tracery of leaves in 24 K gold with deli- 
its tall shape and hand cutting. The goblet cate blue flowers on fluted “Temple” shape; five- 
is 8Y¥,” in height, $5.50 retail. From Fisher, piece setting may be retailed for $27.95. Made 
Bruce & Co., 219 Market St., Philadelphia. by Lenox, Inc., of Trenton, N. J. 
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DICK CLARK sells St rling on ABC-TV DAVE GARROWAY sells Sterling on NBC-1V 


Sterling ts for 
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sell Sterling for you 


Now on nationwide TV, teen-age idol Dick Clark is telling his faithful 
followers: “It’s time to get started with Sterling.”? Each week, on 
‘American Bandstand” (ABC-TV network, 4:30—5 p.m.), 

Dick charms millions of teen-agers—and adults—with Sterling messages. 
With the teen-age market at an all-time high, now is the time— 

and Dick Clark is the sure-fire way—to go after these important 


prospects. And it’s only part of the bigger-than-ever Sterling _ 
a 


ampai king for you throughout the ye NSDQ 
campaign working tor you throughout the year. = CO _w 


Starting November 11th, Dave Garroway talks Sterling on “*Today” 

(NBC-TV network, 8:30—9 a.m.) to an adult audience of millions, 
representing an important segment of purchasing power for your 

Christmas gift business. Both Dave and Dick will be demonstrating 

that fabulous merchandising idea: ““Trim her tree with Sterling.” 

For complete information and materials to tie in with this gift 

promotion, see any Sterling flatware representative. 

Continuous nationwide promotion, including the campaign to your bridal 
market, the new school program, and powerful publicity, plus the nation’s two 


top TV personalities will help make this your greatest Sterling year, 


STERLING SILVERSMITHS OF AMERICA 


...and the profit is for YOU! 


CTONE 
4 A . 
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Tableware, Glassware and Gifts 





YOU—The New Authority 


Qn Current Trends 


by Made line Love 


® IF YOUR CUSTOMER ASKS YOUR ADVICE on the 
current trends in design for tableware, what do 
vou tell her? What can you tell her? 

The most honest answer would be “there isn’t 
any real trend.” But that isn’t a very helpful 
thing either to say or to hear. Most women in the 
market for china or glass or silver need—or think 
they need—some guidance in making their selec- 
tions. They may know exactly which patterns 
they like best, but they are unsure of the sound- 
ness of their taste or of their ability to coordinate 
elements of tableware with each other or with 
the. household decorative scheme. They feel the 
need for a word of enlightenment or encourage- 
ment from someone whom they look upon as an 
authority. You! 

Fortunately, it is easier to be such an authority 
now than it was for many a year. You do, of 
course, have to know something about quality and 
why, for instance, one type of ceramic body costs 
more than another; but you have to learn at least 
that much about any kind of merchandise you 
sell. What has always taken a bit of watching is 
the changing mood of public taste. The general 
layout of a table settting has remained pretty 
much the same over the years, but interest in the 
styling of china, glass and silver has moved in 
various directions. The man who sells such mer- 
chandise has had to keep an eye on these shifts 
so that he could properly advise his customers. 

At this moment, however, there is actually no 
positive fashion in tableware, just as there is no 
definite trend in general home furnishings. It is, 
in fact, the day of the individualist. All sorts of 
styles and color effects are being put together by 
women who are, apparently, no longer afraid to 
go off on their own. Homes may reveal elements 
of Early American, modern, traditional and 
Oriental at the same time and, if the blend is done 
with taste and imagination, the result can be 
pleasant. 

It is the same with tableware. The jeweler can 
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usually count on the basic good taste of his cus- 
tomers and can safely tell them that the only real 
style trend is the trend toward individualism. 


DDITIONS TO THE LIST of spring gift shows 
A are: Pittsburgh Gift Show, Jan. 17 to 20 in 
the Penn-Sheraton Hotel; Cleveland Gift Show, 
Jan. 31 to Feb. 3 in the Statler-Hilton Hotel; Buf- 
falo Gift Show, Feb. 7 to 10 in the Statler-Hilton 
Hotel; San Francisco Gift Show, Feb. 7 to 10 in 
the Brooks Exhibit Hall, Sheraton-Palace, St. 
Francis and Sir Francis Drake hotels, and the 
Merchandise Mart; Portland Gift Show, Feb. 14 
to 17 in the Public Auditorium, Plaza and Benson 
hotels, Portland, Ore. 
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ERE IS PICTURED a two-way gift presentation. 
Early in September, Mrs. Nelson A. Rocke- 
feller (left), wife of New York’s Governor, re- 
ceived a 216-piece china tea service from William 
R. Salisbury, manager of the household tableware 
division of the Syracuse China Corp. In turn, 
Mrs. Rockefeller presented the set to the Harriet 
May Mills Building of the New York State Fair. 
Mrs. Helen B. Vandervort, director of women’s 
activities for the Fair, accepted the gift. 


INCE THE IDEA of one comprehensive china and 
S glass show in a single location proved so suc- 
cessful last January, plans are under way to 
make the second Atlantic City China and Glass 
Show even larger. It is set for Jan. 3 to 8 in Con- 
vention Hall. The committee has taken over the 
lower-level exhibit space as well as the main floor. 
This replaces the mezzanine ballroom and not 
only gives more display space but makes possible 
an enlarged restaurant serving complete meals. 
For the convenience of early arrivals, special reg- 
istration desks will be set up in Haddon Hall, the 
Shelburne Hotel, and Convention Hall lobby, open 
all day Saturday, Jan. 2, and until noon Jan. 3. 
Also for the convenience of retailers, the practice 
of guaranteed hotel rates has been expanded to 
include almost all of the leading hotels and motels 
in Atlantic City, and a special housing bureau has 
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NOW... 
ANOTHER 
SELLING PLUS 


FOR 


“ 


ALL-PURPOSE TRUE CHINA BY SYRACUSE 


al OR fp REFUyp ee 
* Guaranteed by ~ 
Good Housekeeping 


‘fp ~ 
AS apvertisen Wt ae 


To its already impressive list of 
selling features, Carefree True China 
now adds the extra selling impetus 


of the famous “silent salesman’’. the 





Good Housekeeping Guarantee Seal. 
Millions of women look to this 


seal as a hallmark of quality. 


Top quality, good design, pattern beauty 


/ . backed by major national advertising and 


/ = | promotional effort ...assure Carefree 


of continued leadership in the casual china market. 


Today, more than ever, Carefree is the big value in casual china... for you and your customers. 
What’s more, we intend to keep it that way! 


Syracuse China, Syracuse 1, N.Y. 
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a been established at 16 Central Pier through which 
A personalized lifetime remembrance | *eservations should be made. 


ECENT ADDITIONS to the Iroquois China Co. 
R sales force are John Heckler and Sidney 
sachs. Mr. Heckler, formerly with the Syracuse 
China Corp., has joined Rad Keel, the present 


STERLING CIGARETTE BOX 


Never-to-be-forgotten gift for the groom, the presi- 
dent of vour club. the retiring executive, the tourna- 
ment winner and for a thousand other apprecia- 


tions and occasions. 


IN 6 SIZES 


Bt uf" long, 3% wide, 1'%2 high $29.50 P Sie Badidae Sidney Sects 
; _” : 4’ . Hi pri 
#2—6%" long, 3%” wide, 12” high $42.00 *% riices 


#3—4” long, 3% wide, 2% high $38.50 include tax. 

Ay , YY” hi Prices subject ‘ A ; 
$4—6'%" long, 3%" wide, 21%" high $52.50 ioaange Southwest territory representative; and Mr. 
#5—8'2 long, 3% wide, 17/2 high $59.00 tina tadtiel aaa Pag ‘ | 
#6—8'2” long, 3%" wide, 2%" high $75.00 Sachs joins Lenny Elkin, the Eastern territory 
Newspaper mat of this advertisement is av. ilable. Your representative. Also added to the sales force is 
newspaper will add store signature and facsimile the ke George Givnn. He joins Nat Schoehet. the rep- 
ing charge to copy above. Use it to bring profitable gilt .  « a ; 
aad ie elon ae We can provide engraving service. resentative in the Southeastern territory. An- 


nouncement of the appointments was made by 
Earl Crane, president of Iroquois. 


Write for catalog of ce mplete Smith ¢c Smith line. 


Division of 


smith & saith weirs 





OR A WEEK IN SEPTEMBER, Tiffany & Co. had 
Bon display, for the first time, the complete col- 
lection of the famed Dorothy Doughty porcelain 
birds, made by the Worcester Royal Porcelain Co. 


WANT TO SELL A SERVICE These models of native American birds are made 


in strictly limited editions ranging from 50 to 





900 and are sold exclusively in this country. Many 

OR A , . 4 

of the pieces shown are now “out of currency 

PIECE OF EQUIPMENT and were loaned to Tiffany especially for the ex- 

hibition. Miss Doughty’s bird figures have 

F ‘; ER? achieved almost an “antique” value during her 

TO THE RETAIL J W L ° | own lifetime, the original mode of the “Bunting 
Cock,” for instance, being valued at $50,000. 


| | ORMAN GORDON, president of the Millard 
D rectory Norman Co., the Cincinnati import house, 
has returned from England where he attended 
mid-|1960, the 150th anniversary celebration of the Denby 
Pottery, represented in this country by his com- 
important part pany. While abroad, Mr. Gordon also visited the 
Hadeland Glass Works in Norway and C. Thaysen 

r selling proaram. . Co., stainless steel manufacturers in Copen- 
~ hagen, also represented here by Millard-Norman. 

The Hadeland glassware line, long familiar in 
Hurope, is being introduced in this country early 


JC-K JEWELERS’ DIRECTORY ISSUE in 1960 with designs created especially for the 


American market. 
A Chilton Publication 
HE APPEARANCE OF SIX REAL BRIDES from key 
Chestnut & 56th Sts. Phila. 39, Pa. ch i ia “ae : ; ae eg ie : 
cities in the United States is a distinctive new 
| feature of the Worcester Royal Porcelain Co.’s 











rf / j . ~e "iF yj s icCTs rc , / - arn 
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advertising. The campaign begins with a three- 
page, full-color advertisement in this fall’s issue 
of Bride’s Magazine. Each bride’s choice of ster- 
ling, crystal and Royal Worcester bone china pat- 
terns is shown. The next advertisement will 
appear in the November House Beautiful. To en- 
hance this campaign, which will continue through 
1960 with color spreads in fashion and shelter 
magazines, Royal Worcester is offering its dealers 
the more expensive “Grand Manor” collection of 
|\2 patterns. Appealing to a select number of cus- 
tomers, these patterns will be available on special 


order. 


HE VIKING GLASS CO. has appointed Bremner & 
i >< Vancouver, Canada, as representatives in 
both Alberta and British Columbia. Hopkin- 
Moran Co., of Toronto, continues to represent 
Viking in all other provinces of Canada. Zee 


CUFF LINKS LOOM BIG 

(continued from page 72) 

explain this by noting that charcoal gray and blue 
always are top sellers in winter. 

Another applecart-upsetter is the trend to 
smaller tie holders (sometimes called the “pinch 
clip’) despite the oversized link. An explanation 
may be that the new fashion neckwear is shorter 
and trimmer so the tie will not be conspicuous 
beneath the cut-away front of the Continental 
jacket. 

The generally dressier look, inspired by the new 
silhouette, will have impact on formal jewelry, 
too. Studs will find more favor. Pearls, always 
suitable, are still good. Look to black pearls as a 
coming trend. 

And the more elegant look means more Jewelry. 
Men’s rings, for example, which have shown fairly 
steady sales for the last few years, are reportedly 
bringing in more business. Brown sardonyx, in 
particular, is said to be popular. 

How much will the American Continental in- 
fluence the jeweler? Some will back it up. Some 
will borrow shirts with French cuffs from a neigh- 
boring haberdasher and display them with links 
pinned through the cuff. 

A few may arrange a mobile display with a 
hand moving up and down to bring eye (and buy) 
interest to the cuff. Others will show a collec- 
tion of styles in traditional jewelry boxes. (The 
more enterprising will along with their displays 
include a current issue of one of the men’s fash- 
ion magazines opened to a page describing the 
new interest in the cuff and the link.) 

Perhaps too many will do nothing—and so will 
their sales. Zee 


SERVICE 


ode 


THE VP FINE ENGLISH 


DINNERWARE 


A bit of England in the 
USA, Spode offers you the 
best of both — meticulous 
care combined with speed! 


5: 


* 
- 
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Lync 
(Bone China) 


wholesale distributors: COPELAND & THOMPSON, INC. 206 FierH ave., N.Y. 10. N.Y 


FRANCONIA CHINA 


One of Europe's Finest 


“TOSCANA” 


* Now available in your choice of the new footed “Classic” 


cup or the contemporary “Harmony” cup. 


The classic beauty of the Italian Renaissance is adapted to contem- 
porary living with medallions, rhythmic scrolls and olive branches 
in Turquoise Blue and Pastel Olive on pure white, translucent porce- 
lain banded with Gold. 5-pc. Place Setting with 10!/2"" dinner plate: 
$13.95 Retail (slightly higher South & West). 


HERMAN C. KUPPER, INC. 39 West 23rd St., New York 10, N. Y. 
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Briefly 


RETAILERS KEEP LOOKING FOR WAYS TO AVOID THE TAX IN "GELLMAN SALES"--sales to a 
business firm or other organization for use as prizes, premiums, awards, 
etc. Many retail jewelers are Setting up business gift divisions and whole- 
Sale divisions, to comply with the Aug. 18 ruling of the Internal Revenue 
Service, which allows that a firm with "Separately identifiable" wholesale 
and retail operations can claim tax exemption on Gellman sales made by the 
wholesale operation. Most are also following the IRS stipulation that these 
wholesale divisions have their own advertising, their own employees, etc. 


THE RETAIL JEWELERS OF AMERICA IS STILL CONSIDERING A COURT TEST CASE, as a 
means of gaining equal tax exemption for retailers with wholesalers and 
manufacturers in the Gellman sales market. One possibility: a case filed 
recently by prominent Olsen & Ebann, Chicago retail chain, to gain refunds 
for taxes paid on Gellman sales. IRS, which declined to fight a previous 
Suit by Olsen & Ebann (filed in 1957 and recently decided), will contest 
this one. RJA feels the Olsen & Ebann case (for which no hearing date has 
been set) would be an excellent "test," is trying to get IRS to agree to 
accept it as a test case. IRS is reluctant; it feels there might be some 
bias in the 8th district courts, where the Gellman case was tried. 


MEANWHILE, RJA ADVISES RETAILERS TO CONSULT WITH COUNSEL before taking any 
Steps toward seeking tax exemption in Gellman sales. The IRS stand so far, 
RJA says, has been "most intransigent and illogical," and could be inter- 

preted differently in various areas by the courts. 








RJA HAS MOVED ITS ADMINISTRATIVE OFFICES FROM NEW YORK TO WASHINGTON. Move, which 
took place Oct. 1, was made to place the association in closer contact with 
government activities. Executive Vice-President Bernard N. Burnstine heads 
the office, located in suite 901 Sheraton Building. RJA's trade show office 
continues at 551 Fifth Ave., New York, under command of Vice-President for 
Trade Shows Charles ISaac. 


$5000 HAS BEEN SENT TO TYPHOON-STRICKEN JAPANESE CULTURED PEARL GROWERS by the 
Cultured Pearl Association of America. ASSociation President Joseph D'Elia 
of B. D'Elia & Sons in New York called an emergency meeting Oct. 7. He read 
a letter from Minoru Yokota, president of the Japan Pearl Exporters Associa- 
tion in Kobe, which said that typhoons had so damaged pearl farms that the 
harvest for the next two years would be affected. Losses were 30 per cent to 
100 per cent in many of the pearl-farm districts. U.S. buys 55 per cent of 
the annual Japanese cultured pearl harvest. D'Elia Says more aid will be 
given Japanese when total loss is known. 


OSCAR M. LAZRUS HAS BEEN ELECTED PRESIDENT OF BENRUS WATCH CO. He succeeds his 
brother S. Ralph Lazrus, who died Sept. 4 after having served as president 
Since May 1959. Oscar and S. Ralph were co-founders with Benjamin Lazrus of 
the firm 40 years ago. OScar is also chairman of the board and chief 
executive officer. 


WESTCLOX IS SPENDING MORE THAN $1 MILLION ON PROMOTION in the last quarter of 1959, 
as part of its pre-Christmas sales program. Big item: Sponsorship of three 
TV network "specials." 


NEW HAVEN WATCH & CLOCK CO. IS QUITTING THE WATCH AND CLOCK BUSINESS, will concen- 
trate on other products. President William L. Pfeiffer said the watch and 
clock divisions were unprofitable; the firm will increase output of indus- 
trial components, including capacitors, communications equipment. Firm also 
plans to turn a Florida real estate holding into an industrial city develop- 
ment. Site is near Tampa. 
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ATLANTIC CITY CHINA & GLASS SHOW 
JANUARY 3rd-8th * Convention Hall 


NEW YORK LAMP &' 
HOME FURNISHING ACCESSORIES SHOW 
JANUARY 17th-22nd ¢ Hotel New Yorker & Trade Show Building 


WASHINGTON GIFT SHOW 
JANUARY 24th-27th * Hotel Willard 


CHICAGO GIFT SHOW 
FEBRUARY 7th-14th ¢ La Salle Hotel & Palmer House 


NEW YORK GIFT SHOW 
FEBRUARY 21st-26th * Hotel New Yorker & Trade Show Building 


BOSTON GIFT SHOW 
MARCH 6th-10th ¢ Hotel Statler & First Corps Cadet Armory 


PHILADELPHIA GIFT SHOW 
MARCH 20th-23rd * Hotel Benjamin Franklin 


NEW YORK STATIONERY SHOW 
MAY 15th-20th * Hotel New Yorker 


























SEN MON TUE wens Yiall- Cal Sar FOR FURTHER 
1 9 3 4 5 6 'j INFORMATION ABOUT 
| THESE SHOWS, 
8 91011121314 muse wen: 
i 220 Fifth Avenue 
New York 1, N. Y. 














Briefly 


PRESIDENT EISENHOWER HAS INCREASED DUTIES ON THOSE STAINLESS FLATWARE IMPORTS which 
are valued at less than $3 per dozen pieces and which are less than 10.2 
inches in length. This is the classification into which almost 95 per cent 
of all stainless flatware imports fall. Effective Nov. 1, the duties will 
increase by some 200 per cent on all such imports in excess of 5.75 million 
dozen pieces (this is the quota set by the President). Ike's quota is, in 
effect, aimed at curbing Japanese stainless flatware imports here. U. 5S. 
makers have claimed in recent years that stainless imports, virtually all 
of which come from Japan, have seriously damaged the domestic industry. 


SALES OF AFRICAN DIAMONDS IN THE FIRST NINE MONTHS OF 1959 have exceeded sales for 
the entire vear 1958, says the Central Selling Organization in London. 
January-September 1959 sales were $191,539,171. This was 86 per cent greater 
than January-September 1958 sales, 4.3 per cent greater than total 195% 
Sales. Sales of gem diamonds amounted to some two-thirds of the dollar total 
for the period. Industrial diamond sales were up over last year, but may 
decline in the fourth quarter because of the steel strike in the U.S. 


APPLIANCE DEALERS ARE HAVING TROUBLE REFILLING SPOT SHORTAGES. They fear that even 
with an end to the steel strike, steel mills will have difficulty in getting 
production started again, are afraid that December sales might suffer. Many 
Stores already are out of the most popular models. 


IKE HAS ORDERED NO INVESTIGATION INTO WATCH TARIFFS THIS YEAR. The President has 
concurred with the report sent him by the U.S. Tariff Commission on July 27, 
which recommended that tariff rates not be reduced. The competitive situa- 
tion between U.S. and foreign watch makers is still such, said the Commis- 
Sion, that tariffs should be maintained at the high level set by Ike in 1954 
to protect a "seriously injured" domestic industry. 


OKLAHOMA'S 22-YEAR-OLD FAIR TRADE LAW WAS HELD UNCONSTITUTIONAL last month by the 
district court in Oklahoma City. Case involved a national cosmetics manufac- 
turer, which was seeking to enjoin a retailer from selling its goods below 
Set prices. It will be appealed. Meanwhile, 

a national organization, has dissolved, has set up in its place Quality 
Brands Associates of America, Inc. QBA will seek instead of a "fair trade" 
law a “quality stabilization" law, which would give manufacturers the right 
to revoke a reseller's right to sell its goods if the manufacturer's brand 
name or trademark was being damaged. "Damaged" would include bait 
advertising, price manipulations, deception of consumers. 


AUGUST 1959 SALES BY JEWELRY STORES WERE 11 PER CENT GREATER than August 1958 
August "59 sales also showed a 7 per cent pickup over July ‘59 sales. 


A BILL TO HIKE TARIFFS ON IMPORTED GOODS MADE BY LOW-WAGE LABORERS is being prepared 
for introduction to the Senate next year by Senators Keating (R., N.Y.), 
Dodd (D., Conn.), Beall (R., Md.), and Scott (R., Pa.). The bill would 
require that the U.S. Secretary of Labor study complaints of low-wage com- 
petition from abroad, then recommend tariff increases to offset this. 
President would have the right of veto. The bill is frankly at odds with 
State Department policy, which advocates the reciprocal trade plan, with 
tariff reductions over the years, to stimulate trade. 


DAILY TAX DEDUCTION FOR TRAVELING BUYERS AND MERCHANTS WILL BE RAISED soon by the 
Internal Revenue Service from $15 to $18.75, none of which will have to be 
itemized on tax returns. Experts point out that a buyer often spends at 
least $20 per day on a trip, most of it for hotels and meals. The deduction 
jump will be authorized "soon" in an IRS regulation. 


FTC WILL TRY TO GET POWER TO ISSUE TEMPORARY CEASE=AND=-DESIST ORDERS NEXT YEAR. 
Federal Trade Commission complains that it sometimes takes months of study 
and hearings before cease-and-desist orders can be issued to a firm which is 
violating the fair competition laws. During that time, FTC says, the 
violator can continue his illegal practices. Temporary orders would stop 
such practices while FTC's legal mill operates. 














AUCTIONS 


For Jewelers 


e Fast Money Raising Sales Conducted 
e Your Reputation s Protected 

e Your Store Becomes Popular 

e 40 Years Experience! 


e All Inquiries Kept Confidential 


We are prepared to buy you out for cash or sell for 


you and raise the necessary funds you may require. 


e Everything Furnished For The Success Of Your Sale 
e Most Experienced Talent In America 


e Sales Coast To Coast 


Sars Wholesale Distributors, Inc. 


2959 WEST 59th STREET CHICAGO 29, ILLINOIS 
Phone WAlbrook 5-0161 
If No Answer Phone HEmlock 4-7753 
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1500 at first manufacturers’ show 
hear experts explain new methods 


One thousand brown plastic port- 
folios were piled high at the regis- 
tration desk. Each contained a copy 
of the October issue of the Amer- 
ican Jewelry Manufacturer. 

Inside that magazine was a guide 
to the Convention and Exposition 
of the Manufacturing Jewelers and 
Silversmiths of America Inc. 

That stack of portfolios, associa- 
tion officials predicted, should be 
about right for the number of man- 
ufacturers attending the three-day 
show at the Providence-Biltmore 
hotel in Providence, R. I. But by 
noon on Oct. 15, only midway 
through the program, the last port- 
folio was handed out. Registration, 
nearly 1500, topped expectations by 
50 per cent. 

Manufacturers came to look, lis- 
ten, exchange notes and ask ques- 
tions, from all parts of the country. 
“This could never have happened a 
few years ago, in the age of trade 
secrets,’ one producer said. “I have 
been in this business for 30 years 
and thought I knew all there was 
to know about it—but I found my- 
self taking notes at every session.” 

“I’m leaving with plenty of ques- 
tions to ask my foremen,” said an- 
other manufacturer. “They’d bet- 
ter know the answers, because some 
changes are due in our production 
methods.”’ 

“A” Is for Anodize 

Instead of general sessions, most 
of the program consisted of semi- 
nar dicussions—14 of them, some- 
times four meetings at the same 
time—with a total of 60 speakers 
from industry and university re- 
search. The range of subjects cov- 
ered most of the alphabet, from 
“Anodic Coatings for Aluminum 
Jewelry,” “Break-Even Point in 
Pricing,’ “Cam Operating,” ‘“De- 
velopments in Measuring Tools,” 
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and “Employee Turnover” down 
through “Ultrasonic Cleaning” and 
“Vacuum Metallizing.”’ 

Selecting what to attend was the 
problem. For instance if you 
wanted to hear Melvin S. Cohen, 
president of A. Cohen & Sons 
Corp., discuss wholesaler-manufac- 
turer relations at the Marketing 
Seminar, you had to miss Vincent 
I’. Chapman of the Board of Trade 
and two other speakers at the Fi- 
nancial Seminar. And you also 
missed F. J. Fahrendorf of Handy 
& Harman and two other speakers 
at the Precious Metals Seminar 
and four speakers at the Office 
Techniques Seminar. All four meet- 
ings came at the same time and 

like all 14 of the 
each was attended by 60 or more 
manufacturers. 


seminars 


“One Place at One Time” 
The why for this S. R. O. con- 
dition was explained by Isadore 


Paisner of Brier Mfg. Co. in his 
eps 


president’s address at the annual 
meeting on Oct. 15. Thousands of 
jewelry factories, he said, are too 
small to get expert technical ad- 
vice and no jewelry manufacturer 
has top consultants in all fields. 
SO the convention and exposition 
were set up to bring authorities 
“to one place at one time so that 
the industry could gather and avai! 
themselves of this expert counsel.” 

Various proposals are being con- 
sidered for the next such gather- 
ing, Paisner said. ‘“‘Periodic affairs 
of this type will make a great con- 
tribution to the general informa- 
tion and knowledge of the manu- 
facturer and his key personnel, and 
will serve to keep the jewelry and 


silverware industry completely 


modern and up-to-date in their 
thinking, methods and equipment.” 

Paisner also reviewed the associ- 
ation’s fight to curb low-wage for- 
elgn competition, progress of the 
Shipping Service, the 
‘new and improved format” of the 


Jewelers’ 


association’s magazine which is 
now being printed by The Chilton 
Company, and the growing insur- 
ance program. 

In his report as executive sec- 


retary, George R. Frankovich dis- 


SENDING: Upstairs, in the 15th floor ballroom, George R. Frankovich, 
executive secretary of MJ&SA, emceed a special telecast. Gov. Christ- 
opher DelSesto of Rhode Island and U. S. Senator John O. Pastore spoke. 
Here, Frankovich interviews Bud Cantor of the Gold Filled Manufacturers 
Association. Guests down on 12th floor saw and heard via TV. 





Edson W. Sawyer 


} 


cussed a long list of activities and 
stressed the cooperation and sup- 
port of these 
membership. “With backing of this 
sort,” he said, “it is difficult to 
imagine any serious limitations on 
the association’s ability to co- 
operatively and aggressively ad- 
vance toward its one objective: To 
promote the general welfare of the 
American manufacturing jeweler 
and silversmith.”’ 
Elect Sawyer President 

A special meeting of the direc- 
tors elected Edson W. Sawyer pres- 
ident, to succeed Isadore Paisner, 
who served two terms. Sawver is 
treasurer and general manager of 
the Improved Seamless Wire Co., 
Providence. He had been treasurer 
of the association for ten 
and a director since 1943. 

William E. Smith, president of 
Irons & Russell Co., was elected 


first vice president; Olov V. Ander- 


years 


son, president of Anson Incorpo- 
rated, 
dent; Max Jacoby, 


reelected second vice presi- 
president of 
Jacoby-Bender, Inc., reelected third 
vice president; S. M. Stone, execu 
tive vice president of Swank Inc.., 
elected secretary ; and William A. 
Carroll, secretary of The Lormac 
Co. elected treasurer. 

Chosen as directors were: R. L. 
Gehrt of Herff-Jones Co., Albert 
[. Gordon of Clifford Metal Sales 
Co., Joseph W. Ress of E. A. 
Adams & son, Inc., and Edson W. 
Sawyer of the Improved Seamless 
Wire Co., W. Sterling Atwater Jr. 
of Handy & Harman, Philip F. 
Cronan of Dolan & Bullock Co., 
Stephen H. Garner Jr. of Leach & 
Arthur 
Poole Silver Co. and Paul Levinger 
of Speidel Corp. 


, 


Garner Co., Kaplan of 


programs by the 


JC-K resumes publication of directory; 
verified reference book set for mid-60 


[It was announced on Oct. 15 by 
Lansford F. King, publisher of 
JEWELERS’ CIRCULAR-KEYSTONE, 


+ 


plans had been finalized as to 


+ 


> 


format, contents and distribu- 
tion of an annual reference work 
by that publication. 

This, 
iSsrd directory to ve 
JC-K. 

A vast amount of reference ma- 


’ 
' 


incidentally. 


—) iblished 


terial will be presented in a unique 
manner, that will speed the user’s 
search for information. “This mon- 
King said, “will 


imental work.” 


not only be the most complete book 
of its kind ever issued in the in- 
dustry, but it will also be as easy 
to use as an encyclopedia. Location 
of sources of supply will be simpli- 
fied beyond anything heretofore 
avallable.”’ 

The volume, consisting of many 
hundreds of pages, will be divided 
into five major sections: 

5, A “where to buy” 
all types of merchandise of interest 


directory of 


to retail jewelers, together with the 
sources for this merchandise. 

2. A “where to buy” directory of 
services and supplies needed by re- 
tail jewelers for the operation of 
their stores, together with names 
of sources. 

3. A “where to buy” directory of 
manufacturers’ suppliers. 

!, An 
every item illustrated or described 
in advertisements within the book. 

>» A “yellow section” listing 
more than 10,000 


index, by products, of 


suppliers — by 
hame, address, branch offices, 
postal zone number and telephone 
number. This listing will also show 
whether each company is a manu- 
facturer, a wholesaler, or an im- 
porter, as well as its method of dis- 
tribution (1.e., to manufacturer, to 
retailer through wholesaler, or di- 
rect to retailer). 

Besides these lists, there will be 
36 pages of reference material 
data vital to the operation of a 
successful jewelry store in today’s 
economy. Within this section will 
be a complete, illustrated exposi- 
tion of active pattern in 
silverplated flatware, with identifi- 


every 


cation by name and manufacturer. 
It will also illustrate and identify 
active pattern in sterling 
flatware now available from Amer- 


every 


ican manufacturers. 

Issuance date for JC-K’s direc- 
tory is set for mid-year 1960. Sub- 
scribers to JC-K are advised to 
communicate with JC-K for details 
of distribution, to assure their re- 
ceiving a copy of the new reference 
work. Total circulation of the di- 
rectory will exceed 20,000. 


A big fistful of easily accessible in- 
formation, JC-K’s 1960 directory will 
have a three-color cover and the same 
page size as this magazine. 


Forms requesting manufacturers 
to itemize their types of merchan- 
dise, for listing in the directory, 
were mailed from Philadelphia on 
Oct. 16. The response was im- 
mediate. The return mail received 
during the first day only (Oct. 21) 
produced replies from more than 
20 per cent of the queried manu- 
facturers in the area responding 
Returns continued to pour in. 

Although efforts have been made 
to contact all suppliers of merchan- 
dise or service to every branch of 
industry, no douvt 
been 


the jewelry 

some sources 
vertently missed. The editors of 
JC-K invite any supplier who has 
not received a product-listing form 


have inad- 


to request one at his earliest op- 
portunity, so that he can be prop- 
erly identified in the forthcoming 
book. Address request to Editor, 
Directory Issue, JEWELERS’ CIRCU- 
LAR-KEYSTONE, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





satchmo, Kookie join Swiss Watchmakers 
on IV ‘special’; Swiss offer hit record 


A star-studded TV spectacular 
over the 150-station NBC network, 
beaming straight talk commercials 
on quality watches to some 40 mil- 
lion viewers, is slated to put The 
Watchmakers of Switzerland’s 
trathc building campaign for the 
nation’s jewelers into high gear 
beginning Nov. 29. 

The hour-long television show 
will be the first televised awards 
of the National Association of Re- 
cording Arts and Sciences, and 
will feature actual performances 
by the nation’s top recording ar- 
tists, who will receive best-of-the- 
year awards in a wide variety of 
musical categories. It will be tele- 
vised “live” from Hollywood Nov. 

Tie-in with the show will be a 
first-ever trade promotion of a 
top-talent LP record album, to be 
offered exclusively through jewe!- 
ry stores. 

The $3.98 album, entitled ‘“‘The 
Golden Ones,” will be offered to 
the public, through jewelry stores, 
at a cost of $1, will present such 
big-name artists as Perry Como, 
Ella Fitzgerald, Nat King Cole, 
Patti Page, Louis Armstrong, 
“Kookie” Byrnes. It will not be 
carried in record stores. It fea- 
tures songs which over the last 
few years have sold between one 
and three million copies each, rep- 
resenting 12 different 
corded for the first 
single record. 

The TV and record premium 
will receive strong national adver- 
tising and publicity support. A 
full page ad in the Nov. 23 issue 
of Life magazine will call attention 
to the show and to the album. 
Additional full page ads stressing 
availability of the record at jewel- 
ry stores will run in 60 newspa- 
pers Dec. 1 in key U. S. cities. 
Both the TV show and the record 
offer will also be strongly publi- 


labels re- 
time on a 


cized by leading disc-jockeys. 
Commercials on the TV special 
will point up the appropriateness 
of quality watches as gifts for 
Christmas, will further stress the 
advantages better watches have 


112 


over cheap ones. Show will be 
m.c.’d by Meredith Willson, crea- 
tor of the Broadway hit “Music 
Man,” and will feature ten award- 
winning performances of the 
year’s best popular, classical and 


Swiss hi-fi record offering 


eel] quality, Kookie 


azz records, chosen by the record- 
ing academy in secret ballot. Ar- 
ists appearing on the show will 
ach receive a gold quality watch 
along with a miniature gold gram- 
phone, the recording industry’s 
counterpart of the movie “Oscar.” 

Commercial time on the show 
will also be devoted to plugging 
the exclusive record album ob- 
tainable through jewelers. Re- 
tailers may tie-in with the show 
through the special merchandising 
kit from The Watchmakers of 
Switzerland. 

The kit, containing an attention- 
getting window display featuring 
the record, plus a counter display 
with coupons attached, will be 
sent to all jewelers by Nov. 10, 
enabling stores to erect displays 
at least several weeks prior to the 
TV show. Procedure is for jewel- 
ers to furnish a coupon to people 
coming in the store; coupon is 
sent with $1 to the mailing house 
designated. 

Jewelers, however, can order 
records in advance via the special] 
order form contained in the kit, 
can then furnish records directly 
to customers. 


FITC readies attack 
on “‘bait’’ advertising 


A new guide to illegal “bait” ad- 
vertising is being drafted by the 
Federal Trade Commission. It 
would supplement the  already- 
issued guide on deceptive pricing. 

Spokesmen for FTC expect the 
bait advertising guide to be pub- 
lished by the end of the year. 

The guides are not laws, but are 
interpretations of laws forbidding 
unfair or deceptive business prac- 
tices. They will be directed toward 
“existing major abuses” and pub- 
lished in the hope of obtaining vol- 
untary and prompt cooperation of 
business firms in Interstate com- 
merce. 

Bait advertising draws custom- 
ers into a store with an item ad- 
vertised at a sharply low price (a 
diamond ring for $15). Customers 
are then discouraged from taking 
the bait, are led instead to a more 
expensive and profitable item. In 
some cases, the bait won't be sold, 


“Ty 


won ft work, Wlil pe 


knowingly 
‘sold out’? when the customer ar- 
rives. Or the seller may quote an 
outrageously long delivery time. 

Bait advertising is distinguished 
from loss-leaders, which are actu- 
ally sold, at a loss, to attract cus- 
tomers. 

The bait advertising guide, like 
the deceptive pricing guide, will 

» not limited to one or two indus- 


but cut across all business. 


German watch market 
plagued with difficulty 


The usually efficient 
seem to be hitting some snags in 
the marketing of their low-priced 
watches. The difficulty, which is 
just as prevalent abroad as in 
Germany itself, is one of promotion 


Germans 


technique. 

In the U. S., 
away from high 
the Germans have a tremendous op- 
portunity to push their pin-levers, 
but seem reluctant to do so. There 
has been no joint promotion on the 
part of the German watch industry, 
and even individual promotion here 


where the trend is 
priced watches, 


has been sparse. 
And in Germany, manufacturers 
are plagued with retailer under- 


LAR-F 





cutting of suggested retail prices. 
They have sought court injunctions 
to halt this practice. Retailers who 
do not undercut prices are at the 
same time engaged in litigation 
with those who do. 

The basic cause of Germany’s 
marketing difficulty is the attitude 
of German business toward co-op- 
erative promotion. This can be 
summed up in the words of Her- 
mann Bruder, who spoke at the 
Sales Promotion Congress in Mu- 
nich. “Disagreement over financing 
the cost of joint advertising is the 
major obstacle,” said Bruder. If 
these disagreements are not re- 
solved, experts say, the German 
watch itself 
faced with virtual exclusion from 


industry may find 


the world market. 


Fair trade backers 
issue ‘“‘call to arms” 


Fair Trade supporters are being 
urged to start a new drive now to 
pass pending federal legislation. 

Rep. Oren Harris (D., Ark.), in 
a “call to arms,” is urging busi- 
nessmen who Support fair trade to 
use the congressional recess to but- 
ton-hole senators and congressmen 
while they are at home mending 
fences. 

Rep. Harris is the sponsor of a 
federal fair trade measure ap- 
House 


Commerce Committee, of which he 


proved last spring by the 


is chairman. The measure Is now 
House Rules 


Committee, whose approval is nec- 


pending before the 


esSary before it can be brought to 
a floor vote. 

Other leaders in the fair trade 
frankly 
they will not be able to get the 
measure to a vote in the House and 
Senate unless strong grass roots 
support develops behind it. 


drive are worried that 


The House Rules group headed 
by Rep. Howard Smith (D., Va. 
has often in the past simply sat 
on legislation it does not favor. 

In the Senate, the subcommittee 
before which similar legislation is 
pending is headed by Sen. Strom 
Thurmond (D., S. C.). Last year, 
the subcommittee held a couple of 
days of hearings, and promptly ta- 
bled the proposal. 

Fair trade backers are convinced 
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that if it can be brought to a vote, 
fair trade will be passed by law- 
makers, who want election support 
from small business. But they are 


Design prizes awarded 


Four students of design took 
month in the 
“Sterling Today” hollowware de- 
sign competition. Awards were 
presented at the Museum of Con- 
temporary Crafts in New York. 


top honors last 


Sponsor of the event was the 
Sterling Silversmiths Guild of 
America. 

were 


Designs submitted by 


156 students representing 12 
schools in all parts of the coun- 
try. Limited to students, the 
competition is intended to en- 
courage young people in design 
to apply their ability and talent 
to sterling silver for use in to- 
day’s homes. 

First prize of $500 was won 
by David A. Sutton, a student at 
Pratt Institute. His entry was a 
broadly curving, free-flowing 
centerpiece for fruit or flowers. 

Second prize of $250 was 
awarded to Leilani Kam for her 
teapot, Sugar and creamer set, in 


purduke 


- ver and 


sterling 
wood. Miss Kam is a former stu- 
dent at Boston Museum School 
of Fine Arts. 

Third prize of $150 went to 
Vincent Ferrini, of the Museum 
School of Fine Arts in Boston. 
He submitted a dramatic pair of 
candle holders inspired by a 
“conscious or unconscious rear- 
rangement of a mathematical! or 
geometrical symbol.” 

Fourth prize of $75 was taken 
by Russell G. Secrest, a student 
at the Rochester Institute of 
Technology’s School for Ameri- 
can Craftsmen. His design was 
a low and sleekly rounded 8-inch 
bowl with lid and ivory finial. 
This is the first time that a 
fourth prize has been awarded. 

Winners each received the 
coveted Sterling Silversmiths 
Guild Medal. 

Following the exhibition, win- 
ning designs will go on tour to 
20 major cities across the coun- 
try. 


also fearful that many lawmakers 
would rather not face the issue, 
which has been tagged “anti-con- 


sumer.” 


by Silversmiths Guild 


Pete is 


Second prize—tea set 


Third prize—candle holders 


Fourth prize—bowl 





FTC charges Carroll Chatham, Ipekdjian 
with misrepresenting stones as emeralds 


The Federal Trade Cotnmission 
7 


has issued a complaint against 
San Francisco Scientist Carroll 
Chatham and his distribution team, 
charging that their advertising and 
promotion misrepresent the crys- 
tals which Chatham “‘grows” in his 
lab as emeralds. 

The complaint 


cites, besides 


Chatham, Anglomex, Inc., and its 
president, Dan E. Mayers; Ipekd- 
jian, Ine., and its officers, Adom 
and Georges Ipekdjian; and Cul- 
tured Gem Stones, Inc., an Ipekd- 
jlan subsidiary. 

According to the complaint, 
Chatham sells his “cultured emer- 
alds”’ to Anglomex in New York, 
which in turn resells them to the 
Ipekdjian concerns. All three par- 
ties have cooperated and acted to- 
gether in the advertising, promo- 
tion and sale of Chatham’s stones, 
the complaint notes. 

FTC charges that 
claims by the complainants in ads 
and other promotion efforts have 
misled the buying public, have un- 
fairly diverted business away from 
competitors, many of whom sell 
natural emeralds. 

The complaint 
Chatham advertising slogans and 
“Chatham Emeralds,” 
Cultured Emeralds.”’ 


“These stones are identical to nat- 


deceptive 


sites ‘“‘typical’’ 


statements: 
“Chatham 


ural emeralds in all of their prop- 


s: chemically, physically, opti- 
cally, with the same crystal faces, 


atomic arrangement, and even the 


SOL fi ¢ mnelusions and ‘garde ns.’ ad 


Claims “Misleading,” FTC says 
Through the use of these state- 
ments, FTC says, respondents 
claimed that their synthetic stones 
had been cultured, were emeralds 
identical to emeralds. 
Actually, these claims are 


and were 
eXag- 
gerated, false, misleading and de- 
ceptive. . . . Said stones had not 
been cultured, were not emeralds 
and were not identical to emeralds, 
and the material fact was not dis- 
closed that they were synthetic,” 
KTC maintains. 

FTC has scheduled a 


for Chatham, Anglomex and the 


hea "] hn? 
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Ipekdjian concerns Dec. 21 in San 
Francisco. 


Vigilance Committee’s Stand 

Prior to the issuance of the 
FTC complaint, the Jewelers Vigi- 
lance Committee had presented to 
FTC a fully documented case, pro- 
testing the use of the word “‘cul- 
tured” in describing synthetic 
stones. In order to protect the 
buying public, JVC says, only the 
words “imitation,” “‘simulated”’ or 
“synthetic” should be used as de- 
scriptive of other than 
those formed by nature. 

This reasoning, JVC says, coin- 
cides with the reasoning of the In- 
Congress of Gemolo- 


stones 


ternational 
gists, the American Gem Society 
and the Gemological Institute of 
America. 


Horologist Bowman dies; 


was HIA founder, author 

With the death of 8l-year-old 
John J. Bowman on Oct. 20, Amer- 
ican horology loses one of its most 
famous educators and a_ beloved 
personage. 

John Bowman was born in Lan- 
caster, Pa., the son of Ezra Bow- 
man, famous for numerous tool in- 
ventions and founder of a watch 
factory that bore his name. (Some 
watches of this make are excellent 
examples of the horologist’s art 
and are valued members of well- 
known collections.) Ezra also 
started the Bowman Technica! 


John J. Bowman 


School in Lancaster, which John 
later took over as dean and ele- 
vated to foremost stature. 

Following the footsteps of his 
illustrious father, John Bowman 
became one of the nation’s leading 
horological authorities. He was a 
founder of the Horological Insti- 
tute of America and held the No. 1 
Certified Master Watchmaker'’s 
Certificate. He helped start the 
National Association of Watch and 
Clock Collectors of America, and 
his own collection of unusual and 
rare timepieces was a “must” for 
visitors to Lancaster. He was an 
honorary member of the Horologi- 
cal Institute of America, the Horo- 
logical Society of New York and 
of many other trade organizations. 
He lectured extensively and 
often consulted by 
governmental agencies. 

John Bowman was technical edi- 
tor of Keystone magazine from 
1907 to 1934 and of JEWELERS 
CIRCULAR-KEYSTONE from that 
date until his death. Besides writ- 
ing many articles and pamphlets 
that explained watchmakers’ prob- 
lems with utmost lucidity, he co 
authored the popular book, Modern 
Watch Repairing and Adjusting. 

For many years he was trea 
surer and chairman of the Educa 
tion Committee of the H.I.A. an- 
swering thousands of requests for 
technical and historical questions 
relating to watch- and clockmaking. 
He served for a long time as mem 
ber of the technical advisory com 
mittee of the United Horologica! 
Association of America. As direc- 
tor of the Bowman Technica! 
School, he inspired many of Amer- 
ica’s finest craftsmen and teachers 


Lincoln Scholar 


A versatile man of parts, John 
Bowman had many _  accomplish- 
ments which were unknown to his 
watchmaking friends. He was an 
accomplished flute player, and an 
avid member of the National Rifle 
\ssociation. He also found time 
for the Lincoln Fellowship of 
Pennsylvania, for study of Ameri- 
can history and, occasionally, for 
bowling-on-the-green. 

His widow, Mrs. Edna Snyder 
Bowman; a son, John J., Jr., and 
two daughters survive.—Henry B. 
Fried. 





Indiana jewelers meet 
with watchmakers 


%, 


Indiana RJA Chief Sauer 


The Indiana Jewelers Assocla- 
tion met jointly Sept. 12-13 with 
the Watchmakers 


Indiana at the Severin Hotel in 


Association of 


Indianapolis, decided to hold an- 
other joint convention next year. 
The two groups combined for the 
first time in 1957. 

New president-elect of the Indi- 
ana jewelers is John W. Sauer, 
last year’s first vice-president, who 
Feffer. Other 
John L. Kirk- 
vice-president; Maurette 
Stanley D. Hall, 
secretary. Four new directors were 
Vallas M. Albin of 
Corydon; William E. Cavanaugh of 
Kokomo; Nelson Sorg of Elkhart: 
Jack V. Squires of Columbia City. 


succeeds Charles E. 
1959-1960 officers: 
man, 


Brown, treasurer: 


also elected: 


Highlights of the meeting were 
a buffet dinner and dance, technical! 
meetings by the watchmakers, jew- 
business several! 


elers’ meetings, 


speeches. 


Deduct convention costs 
if attendance helps job 


Businessmen wanting to deduct 
on their income tax returns the 
cost of attending conventions must 
be prepared to prove that the con- 
vention is of value in their job, 
Internal Revenue Service says in a 
recent ruling. 

“The allowance of deductions for 
convention expenses as business ex- 
penses will depend upon whether 
the relationship between the tax- 
payer’s trade or business and his 
attendance at the convention is 


such that by his attendance he is 
benefiting or advancing the inter- 
ests of his trade or business,” IRS 
Says. 

“In order to be deductible,” IRS 
continues, “expenses must be in- 
curred in carrying on the taxpay- 
er’s own trade or business activi- 
ties, as distinguished from those 
of another taxpayer or entity.” 


‘Biggest Christmas ever’ 
seen by JIC president 


For the jeweler who cultivates 
business from the widest possible 
market, the 1959 season will offer 
perhaps the “biggest Christmas 
ever.” So says Albert E. 
Industry 
Council, in his foreword on the 


Hasse, 
president of Jewelry 


the council’s new 
advertising portfolio. 


The labor reform law: 


Many retail stores, large and 
small, are likely to be using pro- 
visions of the new labor reform 
law passed by Congress this 
year. 

Here’s what the new law pro- 
vides as helps to retailers: 

@ it gives many stores their 
first protection against coercive 
picketing, for the first 
time offers them a place to turn 


union 


for help against illegal or dam- 
aging union activities. 

@ It closes the gaping hole 
between federal and state con- 
trol of labor-management dlis- 
putes. Now, state agencies and 
courts may use state laws in con- 
trolling labor disputes for firms 
with gross annual sales of under 
S900,000 a vear. 

@ It flatly prohibits a union 
from so-called consumer picket- 
ing marching pickets urging 
customers of a store not to pa- 
tronize it because it is selling a 
product of a manufacturer with 
whom the union is having a dis- 
pute. Such picketing is now an 
outlawed 


secondary boycott. 


Anti-employer publicity, how- 
ever, such as newspaper adver- 
tisements urging customers not 
to trade, is permitted. 


Dominant theme of the JIC port- 
folio, taken from ideas expressed 
at a recent special council session 
in New York, is that increased 
buying power in the growing U.S. 
market can mean more sales to the 
jeweler—if he knows how to take 
advantage of the situation. 

The jeweler, JIC advises, should 
capitalize on the widely accepted 
belief that a gift from a jewelry 
store stands out; that it carries 
an aura of distinction and excite- 
ment. He can also profit by stress- 
ing the wide range of gifts he is 
able to offer. 

To show how these ideas can 
best be put to use, the Christmas 
portfolio includes suggested news- 
paper layouts, direct mail sugges- 
tions, window display ideas, radio 
commercials. Example: constant 
use of some message, such as 
“Exciting Christmas Gifts for All 
on Your List.” 


p for retailers 


@ It permits a retail employ- 
er to demand a union election 
among his employees when a 
union is engaged in organiza- 
tional picketing — picketing to 
try to force the employees to 
join, and the store to recognize, 
he union. Mandatory election 
may be used if picketing is halt- 
ing deliveries of goods to the 
store or forcing tradesmen to 
keep out of the store. And or- 
ganizational picketing may con- 
tinue only for a 
time’’ even when it is not affect- 


Chon ‘ 7 , ] ] 
reasonavie 


ing deliveries or tradesmen, with 
a legal maximum of 30 days. 

@e It tightens up secondary 
boycott practices by prohibiting 
a union from making “threats” 
in an effort to promote a boycott 
by a neutral concern against 
firm having labor trouble. It also 
prohibits a union from putting 
pressure directly on the employ- 
er, rather than going through 
the employees. 

@ It bans 
ments in the trucking industry 
(agreements in which the union 
forces a trucking firm operator 


hot-cargo 


avree- 


to agree to refuse to ship goods 
from or to a firm having a labor 


dispute } 





PHOTO REPORT 


LONGINES PICKS THE WINNERS: Pinkus Sober, head of the U. S. Olympic 
Committee track and field team, discusses the merits of Longines timing 
equipment with 1936 Olympic Star Jesse Owens, during the Pan American 
Games recently. Games used $150,000 of precision Longines timing devices 
for 27 different sports. 


IT STARTED WITH THE 
WHEEL: A pioneer New 
York cab fleet owner has 
installed Schick electric 
shavers, with portable mirror 
and shaving lotion, in 25 of 
his cabs. Service has been 
so successful entire fleet is 
being equipped. 


MIDO TAKES THE PLUNGE: Rob- 

ert Ingolia plunged into a_ Long 

Island pool recently, shot to the bot- 

tom, sat down on a chair, started 

playing checkers, poked at an air- 

filled mattress, and generally set out 

to make himself comfortable for, 

hopefully, the next 100 hours. On his 

wrist was a Mido “Watford” watcn, 

which weuld tell him when to eat, 

when to change his air tanks. Ex- 

Frogman Ingolia, a 25-year-old 

Queens College student, was part of 

the scientific test Project Sea being 

run on man’s survival capabilities 

during prolonged immersion. Ingolia ts 

came up after 79 hours, short of his eis 

mark but good enough to set a new eo A tute’ 7 

skin-diving immersion record. “The 4 “ig ve 
Me a a 


Mido,” sputtered he, “was perfect— My a 


quite a watch.” 
LUCKY 13TH: Kansas Governor George Docking and Mrs. Docking, in middle, 
pose with Mr. and Mrs. Barnett C. Helzberg, flanks, minutes before the 
governor cut the opening ribbon for the new Helzberg’s Diamond Shop in 
Salina, Kan., 13th link in the Kansas City-based chain. Helzberg’s operates 
four stores in Kansas. 
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“AN EXCEPTIONAL EXPERIENCE”: Mr. and Mrs. Edward C. Borland of 
Kenosha, Wis., visit Switzerland’s oldest watchmaking school during their recent 
trip to Swiss watchmaking centers. Borlands were winners of the two-week, 1000 
franc Swiss vacation door prize given by the Watchmakers of Switzerland at the 
Chicago convention of the Retail Jewelers of America in July. Borlands visited tt | 
the Swiss Federation of Watch Manufacturers in Bienne; toured a typical Swiss ved all — 
ss er 9 ; Pind, ANNAPOLIS CHOOSES ITS CUFF 
watch factory; saw an atomic clock at a Neuchatel research center; saw the rere. On ye . « 
aos meses LINKS: These are the official U. S. 
latest developments in watches at the current exposition in Geneva; also spent aa a? | 
. Ee ; “Ee : , Naval Academy cuff links, chosen by 
a week in European jewelry centers. “Speaking professionally, this has been an aes ¥' 
: ce “ssiaiet : the middies this year, and made by 
exceptional experience ... to see how the Swiss build quality into their products “a re pe ar é 
ind to know the p le whe ke th tches,”’ Borland aid he Kinney Co., emblematic jewelry 
: ) > per . ake » watches, : ‘ 
—_— a a a Le manufacturer in Providence, RK. 1. 
Bidding for the contract is highly 
com petitive. 





THE JEFFRIES AT WALLACE: 
Actress Anne Jeffries and her chil- 
dren enjoy a visit to the Wallace 
Silversmiths plant in Wallingford, 
Conn., during Mom’s stint at a 
nearby theater tent in a Broadway 
road show. 


HAIL TO THE CHIEFS: President and past presidents of the Ohio Retail 
Jewelers Association admire the engraved plaques recently presented to them 
by Lignum-Vitae Products Corp. The chiefs, from left: Hugh N. Beattie of 
Cleveland; Ray Hay of Coshocton; Harley Benedict of Delaware (incumbent) ; 
Olin Pritchard of Wooster; Lester Thomas of Findlay. 





Handy & Harman’s Niemeyer 


Niemeyer wins award 
for cultural leadership 


President Gustav H. Niemeyer of 
Handy & Harman was given the 
high award of the Sterling Silver- 
smiths Guild of America last month 
for his “consistent and dedicated 
leadership in support of the crea- 
tive arts in the U. S.” 

The Cultural Leadership honor 
concurrent with the 
presentation of awards to 


Was given 
Guild 
students of design in the annual 
“Sterling Today” competition. 
Karly in 1945, Niemeyer estab- 
lished the Craft Service Depart- 
ment of Handy & Harman, to pro- 
educational films on hand- 
booklets 
and advise teachers and craftsmen 
throughout the 


duce 
wrought silver, provide 
country. It also 
hand- 
wrought silver in museums all over 


the U. S. 


sponsored exhibitions of 


Niemeyer also established work 
shop conferences under Handy & 
Harman’s auspices, in which select 
students from U. S. schools listened 
to lectures by outstanding silver 
and gold experts. 


Gold filled exhibition 


ends convention tour 


Dallas, 
Tex., and Cleveland, Ohio, marked 
the conclusion of the Gold Filled 
Manufacturers Association’s coun- 


Simultaneous shows in 


trywide tour of conventions. 

“Cavalcade of Fashion” 
displays, the association told the 
story of gold filled to thousands of 
Those who saw 


In these 


retail jewelers. 
the exhibits were shown various 
steps in the manufacture of gold 


filled products, could sign up to 
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receive a kit of educational and 
promotional material relative to 
gold filled items. 

Kdson W. Sawyer, president of 
the association, said the program 
was the most extensive ever under- 
taken in behalf of gold filled. 

Touring exhibit was financed en- 
manufacturers of gold 
filled material. This, said Sawyer, 
made it possible “to talk of gold 
filled as a category, and therefore 
promote for the benefit of all who 
manufacture, distribute or retail 
products fashioned of this ma- 
terial.”’ 

In keeping with this aim, the 
association scheduled follow-up 
trained merchandising 


tirely by 


visits of 
technicians to specific market areas. 
-urpose of these visits is to further 
educate by lecture and film. 


John H. Ballard 


Gruen Industries elects 
Ballard top officer 


John Ballard, who retired late 
in July as president of Bulova 
Watch Co. after an office-boy-to- 
president, 50-year career, has been 
elected board chairman and chief 
executive officer of Gruen Indus- 
tries, Inc., maker of Gruen watches. 

Ballard, who was succeeded at 
Harry Bb. Henshel, 
served as president for 24 years, 
was credited with pioneering the 
“Bulova Watch Time” spot radio 
He is 66 years old. 


Bulova’ by 


announcements. 


General Time approves 
merger with Stromberg 


Merger negotiations have been 
completed between Stromberg Time 
Corp. and General Time Corp. The 


consolidation provides that Strom- 
berg will hereafter operate as a 
division of General Time rather 
than as subsidiary. 

It has also been announced that 
all manufacturing operations of 
Time will be 
divisions, and that only 


General conducted 
through 
those branches operating in foreign 
countries will continue to function 
as subsidiaries. 


Louis Solmonson elected 
sales association head 


Louis I. Solmonson, president 
and treasurer of the Berkeley Co., 
Providence, has been elected presi- 
dent of the Manufacturing Jewel- 
ers Sales Association, headquarter- 
ed in the Sheraton Biltmore Hotel, 
Providence. 

Other new officers include Jack 
Fleisig of Futurcraft Co., 
president; Albert Schuster, manu- 
facturer’s representative, assistant 


vice- 


secretary. 

Reelected were Harry R. Auer- 
bach of Ansul-Craft, treasurer, and 
Frank 


turing Co., 


Brown of Bazar Manufac 


secretary. 


Bailey Banks & Biddle 
honors its president 


The 35 executives and depart- 
ment heads of Philadelphia’s ven- 
Banks 
& Biddle paid tribute Oct. 22 


erable, 127-year-old Bailey 


Joseph E. Fulcoly on 


nniversary with the fir 


President 
his 50th : 

Fulcol, 
tionally-known firm in 1909 as an 
errand boy, became president In 


} 


started with the na 


1954. He was given an engraved 
gold watch during a testimonial 


dinner at the Fourth Street Club. 





IT PAYS YOU 10 REMEMBER : 
WEDDING ANNIVERSARIES 


... heres an easy way to do it! 


@® SUCK YOUR THUMB—pace the floor—chew on a pencil— 
possibly scratch your head? Is that the way you stir your 
memory? If it is it’s permissible to say that your: 


1. Thumb is wet 
Floor is worn 
Stomach is full of wood and graphite 
Head is bald and most of your hair is under your 
finvernalls. 


For a businessman, especially a jeweler, to have to resort 
to the above methods is not only dangerous to his health 
but it also reveals a lack of organization. 


One of the occasions on which many a jeweler has been 
forgetful is his customer’s wedding anniversaries. Sure, 
you have probably pitched the 25th and 50th but what 
about all the ones in between? It’s widely known that 
many jewelers neglect this business—even though the 
profits therefrom could be very substantial! 


The main problem seems to be one of record keeping 
having handy the few facts necessary to alert you to com- 
ing anniversaries so that you can contact the male cele- 
brant in advance. Well, here’s the easiest way we've seen 
to solve that problem and start bringing in some extra 
cash. 


The entire program revolves around this file card. You 
record the name, address and wedding date when the 
young couple comes in for nuptial rings and from then 
on you’re set. By placing the card in proper sequence in 
a tickler file, arranged by months, you have a system for 
reminding yourself each year to remind the husband of 
his approaching wedding anniversary each year there- 
after. The fact that a jewelry gift is the best expression 
of the love he has for his marital partner and that your 
store is well stocked to meet his needs naturally follows. 
See?—couldn’t be simpler! 


To order your supply of both the index and the tab cards, 
fill in the coupon. Minimum quantity available on the 
index cards is 100. Prices include postage. 


100 3 X 5 index cards . .$1.00 
— additional 100’s - ie we 
—set of 12 monthly tab cards 

Order your complete supply now. The small expense 

involved is well worth the hetter memory and increased 

sales which will accrue. 

















Specially colored monthly tab card to organize this reminder 
system for your customer’s anniversaries. 





| Wedding Date 








names of couple 





home address (after marriage) 


business address 











salesman’s 
name 


business telephone 





GIFT RECORD 
a 5th 
2nd” 4th 6th 























This is the index card which provides all the data you need 
in order to operate this program. 


Please send to me the following quantities of 
wedding anniversary reminder cards. 


index cards, along with 
sets of monthly tab cards. 


Send this coupon along with payment to JEWEL- 
ERS’ CIRCULAR-KEYSTONE, 56th & CHEST- 
NUT STS., PHILADELPHIA 39, PA. 
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OQPALS 


Opals of today, mined in the New 
Australian mines are the. upcoming 
gem for fine jewelry. Opals cannot 
ol -Muilelo(-MESZalisl-tilae] haan halide) foley 
opals are the refraction of the light 
in myriads of microscopic prisms — 
the substance of the gem. 


MANNING OPAL CORP. 


62 West 47th St. * New York 36 
od OW 4 ee ey a 
® We buy in the Mines — 


® We cut with our own Hands — 


®@ We supply the World Wide Trade 
with OPALS only 


ALL QUALITIES + ALL SIZES 





STATE OF THE JEWELRY BUSINESS 


(Tabulated each month, to help re ade rs spot industry trends) 


IMPORTS 


Aug. 1959 


WATCH MOVEMENTS (units) 
0-1 jewel 521,089 
2-7 jewels 107,233 
8-15 jewels 4,342 
16, 17 jewels 473,896 
over 17 jewels 1,033 
all movements 1,107,593 


DIAMONDS 
uncut, by carats 
uncut, by value 
cut, by carats 54,867 
cut, by value $5,835,705 
CULTURED PEARLS $1,014,930 
IMITATION STONES $721,569 


165,654 
$9,978,383 


EXCISE TAXES 


Apr.-June 
1959 


% change 
from 
Aug. 1958 


35.7 
4.9 
41.6 

158.9 

58.9 

39.8 


+ 88.7 
+-50.3 
16.7 
-26.1 
+17.2 

38.3 


% change 
from Apr.- 
June 1958 


Jan.-Aug. 
1959 


3,671,495 
807,975 
30,781 
3,383,778 
10,587 
7,904,616 


1,028,578 


$64,433,231 


576,225 


$55,831,955 


$8,704,522 
$7,638,617 


Jan.-June 
1959 





for every Heart: 
\in your family 


HEART FUND 





AMOUNT COLLECTED $31,321 
(add 000) 


VITAL STATISTICS 


+3.4 $90,364 


% change 


Aug. 1959 
146,000 
382,000 


MARRIAGES 
BIRTHS 


FAILURES 
September 
1959 
CASH JEWELERS 13 
INSTALLMENT JEWELERS 0 
WATCH REPAIRERS 


1 
WHOLESALERS 2 
MANUFACTURERS 1 


WHOLESALE JEWELERS’ 
SALES 


AUGUST 1959 
% change % change 
from from 
Aug. 1958 July 1959 
SALES +15 -21 
INVENTORY 117 7 


METAL PRICES—MID-OCTOBER 
(troy ounce, large lots) 
Mid-October 
1959 
SILVER $.91 3/8 
PLATINUM $77 
PALLADIUM $18 
IRIDIUM $75 


Aug. 1958 


Sept. 1958 


Jan.-Aug. 
1959 
987,000 

44,1] 2,817,000 


from 


% change 


Jan.-Sept. 
1959 
105 

35 

4 
29 
21 


from 


AUGUST 1959 

°% change 

from 

Aug. 1958 
FINE JEWELRY, 
WATCHES 12 
SILVERWARE, 
CLOCKS 
COSTUME 
JEWELRY 


— 3 


1959 


One Year 
Ago 

$.90 3/8 

$57 

$19 

$80 


% change 
from Jan.- 
Aug. 1958 


-44.5 
34.5 
+-15.7 
+ 32.0 

12.2 
37.6 


67.1 
+-50.8 
+-§2.1 
+ 39.2 
+ 27.2 
- 48.7 


% change 

from Jan.- 

June 1958 
+2.6 


% change 

from Jan.- 

Aug. 1958 
3.2 
+2.2 


%, change 
from Jan.- 
Sept. 1958 
13.9 
+-59.1 
0.0 
0.0 
36.4 


' DEPARTMENT STORE SALES 


°% change 
from Jan.- 
Aug. 1958 


15 


4 


% change 
1.1 
+ 35.1 
5.2 
6.3 











Wallace has peak sales, 
sees big Christmas 


A “steady upsurge” in sales dur- 
ing the decisive eight weeks before 
Christmas has been forecast by 
Wallace Silversmiths, prominent 
Wallingford, Conn., firm. 

Wallace Vice - President 
Asthalter also reported that sales 
during the fiscal year ending July 
ol set a five-year peak for the firm, 
were 31 per cent ahead of its fiscal 
1958. 

Wallace, which had engaged in 
talks with Hamilton Watch Co., 
said in mid-October that Hamilton 
management had abandoned hope 
for the fulfillment of plans to ac- 
quire Wallace’s outstanding stock. 
President H. S. Stone said “tight 
money’ caused the Snag in Hamil- 
ton’s acquisition plans. 

Meanwhile, Wallace has been 
meeting with retailers, savs it will 
hike its promotional budget by 48 
per cent in 1960. 

Vice - President Asthalter noted 
that the swift welcome accorded 
Wallace’s new “Melanie” pattern is 
indicative of growing” retailer 
awareness of the potential in ster- 
ling and other new gift items. He 
said Wallace plans to develop more 
new quality products and sterling 
patterns in the near future. 


Pennsylvania RJA holds 
convention, conclave 


The annual meeting and con- 
vention of the Pennsvivania Re- 
tail Jewelers Association was 
held in Reading Sept. 13-14 

Speakers were Howard Brody, 
Bufkor Inc., who discussed “Dis- 
plays that Sell”; Ford E. O'Dell, 
a jeweler and member of the Penn- 
syivania House of Representa- 
tives, whose topic was the jewel- 
er’s role in politics; and Martin 
S. Morrow, president of Hardy & 
Haves Co., Inc., who spoke on “How 
to Gain More Profits Through a 
Gift Department.” 

Highlights of the convention 
were the displays shown by some 
of the nation’s leading jewelry 
suppliers. These proved to be a 
yreat help to the retailers. 

On Aug. 30-31, the conclave of 
the Pennsvivania RJA was held in 
Pittsburgh. Program was similar 
to that of the Reading convention. 


EXTRA Profits... 


A MASTERPIECE 

OF CONTINENTAL 

| PRECISION 
ENGINEERING 





ADVERTISED IN 


DE LUXE 


THE MOST COMPLETE PORTABLE IN THE U.S. 
WITH ALL THE DELUXE FEATURES OF AN OFFICE MACHINE 
FEATURING — WORLD-FAMOUS “SKODA” PRECISION QUALITY 
EXCLUSIVE matic hey” set tabulation, 40 hays, 
— NO discount competition a ae tae Guan 
trouble-free performance — Smart color. 


— EXCEPTIONAL profit margin ful case AND 8-piece deluxe cleaning 


kit. FULLY GUARANTEE incl. 5-year parts 


— COST 35% — 45% LESS than WARRANTY BOND. 
comparable domestic makes. FREE ad mats, color cards, folders 


CASH IN NOW — write for special PLUS introductory Merchandising package! 


Also available: Same excellent quality machine with less features! 
Exclusive Importers & Distributors in the U.S. 


ROBINCO NEW YORK Inc., 5 East 17th St., New York, N.Y. 








Planning A STORE-WIDE SALE? 


Use Our 
"DO-IT 
YOURSELF" 
Sales 
Promotion 
Package 


wf ., 
Pe 


WE CAN SUPPLY YOU WITH A COMPLETE SALES PROMOTION PACKAGE CONTAINING MATS—ADVERTISING 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUN YOUR OWN sme bees $50.00 


All Phones 


RAndolph fee 


AS 


6-9550 


BUTORS 


J. BIELER PROMOTIONS 29 E. ania aeautae Chicago 2, Ill. 











CU LA wy ARE O 
PEARLS 


eee the 
Ce tificate O Commendation 
by the Pearl Society 


of Japan 


Write for 

NEW BROCHURE 
of the facts 
about PEARLS 
It’s FREE! 


JACK J. FELSENFELD, ine, 


9 Maiden Lane, New York 38, N. Y. 


if 


PRECIOUS STONES ’ 
Loose or mounted Nei 


@ Star Sapphires 
® Cat’s Eyes 
@ Emeralds 


in appealing 
RINGS 
A large selection a 
of choice unmounted © Sapphires 
SEMI-PRECIOUS STONES ® Rubies 
Memo selection sent promptly 


ALLAN CAPLAN 


580 FIFTH AVE., NEW YORK 36, N. Y 
Plaza 7-1560 


jewelry 


“A  Layman’s Philosophy.” 





Essential in the operation of 
Fvery jewelry Store 


THE JEWELERS: 
DIRECTORY ISSUE 


Sure You Will Receive Your Copy 
See page 111 











it’s A Knockout! 


New colors, new slogans, new ideas 
for your window! Only $8.70 monthly 
for a completely new window set-up 


each month . . . large cords . . . small Rie) DAY 
cords disployers .. . over 400 if : | 
matching price tickets. Write for. . . Free [la 


€ . 9 - 150 West 46th St., 
need me. 


N. Y. 36, Cl $-3232 





ENCRUSTERS 


Stone and Gold Seal Engravers 
Drilling, Precious—Semi Precious Stones 


HARRY BRAUNFELD 


Encrusting over oa quarter century 
71 NASSAU ST.. NEW YORK 38, N. Y 
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# Alfred A. Smith has been 
president and general manager of 
Black, Starr & Gorham, prominent 
New York firm. Smith, previously 
vice-president, secretary and _ trea- 
surer, will continue as treasurer. He 
is also a director. Smith started as a 
messenger with the firm in 1916. 
# More than 100 members of the 
industry are participating in 
the 1959 campaign of the Federation 
Jewish Philanthropies. Federation 
seeks $21.2 million for its 116 hos. 
pitals, social service agencies, homes 
for the aged, community centers and 
camps. Campaign chairman Henry 
Peterson of Feature Ring Co. Drive 
will be climaxed by a testimonial din- 
ner Nov. 19 at the Essex House Hotel 
nN New York, which wil] honor Gen. 
Omar Bradley, chairman of Bulova 
Watch Co. 
= Louis Sacks, 80-year-old head of 
Lussac Cultured Pearl Syndicate in 
New York, has revised his 62-page 
book, first publ ished in 1934, entitled 


elected 


Sacks, 
born in Russia, wrote the book after 
he became incensed with the _ phi- 
advanced by the eminent 
Spinoza and Santayana. Book has 
been revived by Exposition Press, 
Inc., a New York publisher. 

’ Josep h Bulova School of Watch- 
making of Woodside, N. Y., has 
awarded fellowship grants to two 
physical education seniors at nearby 
Adelphi College. The two will assist 
in the recreation and rehabilitation 
programs of the school several nights 
each week. School was founded in 
1945, has graduated more than 600 
paraplegics in watch repair and pre- 
cision skills. School is tuition-free. 

= More than 150 leaders of the silver- 
ware and allied trades paid tribute 
Sept. 29 to Sydney P. Edelman of 
Manhattan Brass & Copper Co. and 
to Elias Kay of Fulton Gold Refiners 
Co., for their philanthropic work for 
the United Jewish Appeal. Honors 
were given at a dinner at the Hotel 
Sheraton-McAlpin. Feature speaker 
was Israeli Author Zvi Kolitz, who 
described conditions overseas. 

s Joe Deems, for 13 years a buyer of 
watches and fine jewelry for Marcus 
& Co. at Gimbels in New York, has 
resigned to join Sylvette Watch Co. 
as a principal. 

ae J. J. Schwarz, executive vice-presi- 
dent of Forstner, Inc., Irvington, 
N. J., returned recently from a Euro- 
pean business trip. 

= New president of the Sansom Street 
Businessmen’s Association in Phila- 
delphia is Ben Miller. He succeeds 
Edward Gordon. Other 1959-1960 
officers: Louis Perloff, first vice-presi- 
dent; Harry Ziegler, second vice- 


losophies 


president; Charles Kuperstein, trea- 
surer: Babe Rosnov, secretary. Per- 
loff was also named chairman of the 
fall banquet committee; banquet was 
held late in October. 

es Ronson Corp. struction 
last month in Woodbridge, J.. of a 
new liquid packaging plant for pack- 
aging of Ronson butane and liquid 
cigarette lighter fuel. President L ee 
V. Aronson, II, expects the new plan 
to be com} ple ted DY May 1960. 

* Rudolph’ s Jewelers in Syracuse, 
N. Y., participated for the 15th year 
in the annual Syracuse State Fair. 

a Henry Jewelry, Inc., has purchased 
a future store site at Court and Wash- 
ington Sts., Binghamton, N. Y. Firm 


renovated aquarters 


began con 


will move into the 
— 


t 
Fi 9Q (Court St crhora 1+ } ac heen 
1rom —et UU t > Ves vy Tit i a 4 ia ee})n 


In operation since 192%. 


= Main 
luncheon meeting of the welers 24 
Association of Western New 


ie of Linde Stars 


speaker at 


Karat 
York was Ruth Greer 
Mrs. (;reene discussed Linde stal Sap- 
phires and rubies, displayed a collec- 
Linde stone Meeting place 
was the Buffalo Advertising Clul 

# Morris Klinger, 
tro-Seal Watch Crystal Co., was g 

speaker at the September meeting 

the Horologica! Society of New York. 
He traced the historical development 
of crystals. Plans were made to hold 


tion of 


president 


the 94th anniversary banquet and con 
vention at Hotel New Yorke eb. 
14, 1960. 

se Watchmaker’s Association of New 
Jersey met Oct. 13 at the Irvington 
House, Irvington, N. J. 
was Fred Holjes, a registered gemol- 
ogist. The 20th anniversary dinner 
dance of the association was set fon 
Nov. 8 at the Club Diana, Union, N. J. 
es Barr’s Jewelers has opened its 10th 
branch store in the Delaware Valley 
heart of the Wil 


shopping center at York 


{(,uest speaker 


? 


area, this one in the 
low (,;rove 
and Easton Roads. 

es Burt Liebman has been named man- 
ager of the Barr’s Jewelers store at 
§27 ‘aie Ave., Vineland, N. J. With 
the firm since 1953, he has been man- 
Trenton store. He is a 
Diamond Counell of 


ager of the 
member of the 
America. 

se Myer Barr, president of Barr's 
Jewelers in Philadelphia, was recip- 
ient recently of the Belgian Diamond 
Syndicate’s silver medal, presented to 
him in Antwerp. Barr lectures on 
diamonds and New York University, 
is co-author of the book “Studies in 
Diamontology.” 

es Irv Gertner has moved to 4019 
Bergenline Ave., Union City, N. J. 
He operates The Jewel Box. 

e Jack orang has opened a new 
store, Tillman Jewelers and Gifts, at 


a c ae | ; "eT Ss 
ERS’ CIRCULAR-KEY 





206 Orange St., Newark, N. J. 

= Murray Rose, formerly with the 
jewelry department at Marvin’s Mart, 
Great Neck, N. Y., has opened his 
own jewelry discount center at 37 
Middle Neck Road. Partner is Martin 
Starr. 

se The diamond, watch, jewelry and 
allied industries division of State of 
Israel Bonds held a testimonial dinner 


NNEW 


es The New England Guild of the 
American we “t tang saw and heard 
! slides by Charles Derby 
Det. ~ meeting at the Hotel 
‘ambridge, N. J. Derby 


discussed supply sources for various 


a lecture 
at its 
Commander, 


commented on his three-yeat 
ind the 
nes and forelgn trade markets. 
Jeweler, in Lixfield, 
Me., opened a new store in September, 

urned out recent 
a J. Raymond LeBlanc, 
i Daniel St., Fitch 


added a complete ne 


. ] _ arr) . 
world In search fo. 
( orrow, 


to replace the one | 

Jeweler, 

move to Yb 

Mass., ha 

re space has been Increas 
DY the move. 

r) Stone, owner of Hains 
Jewelry in East Boston, Mass 
moved 7 , 

* Fk rederi k’s. f i; mere 
> ground floo) j l W : Build 
at 1441 Main Sie 1563 Mai 

Springfield, Mass. New store ha 
almost twice h space as prev! 
ous one. New feature is a Bride’ 
Own Shop. 

e Mell Jewelers, the first jew 

store built in Fall River, Mass., 

celebrating 
Br 


anniversary. 


r« 
: ¥ i PitsAi at 

" 

j WOT, Mi: 


Oct. 28 in honor of Charles Gutwirth 
and Isadore Lipschutz, for their out- 
standing service and humanitarian 
effort on behalf of the State of Israel. 
Dinner was held in the Savoy Hilton 
Hotel in New York. 

s Harvey M. Towle has purchased the 
business of the late John T. Fritts at 
29 W. Main St., Sag Harbor, N. Y. 
Store name will remain Fritts Jewelry. 


plans to double its plant space and 
working force. Firm is trying to 
cement a deal to move into the vacant 
Oldtown Lace Works building on Old 
Post Road. 

e Lord’s Jewelers has moved from 
1616 Main St. to a larger store at 
1567 Main St., Springfield, Mass. 
George Steinberg, store owner, has 
added a gift shop. 

e Harold A. Hughes, 
vears in Rutland, Vt., as a hand 
graver of jewelry, has opened his own 
store, at 58 Main St., Poultney, Vt. 
He is a graduate of Thacker Academy 
for Jewelers. 

s Porter & Dyson Co., New 
Conn., reputed 


. " + ae : . : . } - hy 
“tore in the nation celenratin: 


emploved for - 


oldest 


150th anniversary. Firm 
in 1809, has continued 


President 


terruption since. 

man F. DD 

es Evans Case . of North Attleboro, 

Mass., and Landers, Plume & Atwood 

* Thomaston, Conn., are engaged in 
Evans 


] ol iters, 


makes 
compacts, 
Landers, Plume & Atwood, 
ff Landers, Frary & 

+ is a large maker of metal 


metics containers. 





1608 Walnut 


alive with 
quality 


beauty and *. 
elsiiit-tsle-me- haere 


aalele|-1e-4¢- we ogo — 


1311 LOMBARD STREET, 
PHILADELPHIA 47, PA. 
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LOUIS F. GUINESS, INC. 


373 WASHINGTON ST. S 
BOSTON 8, MASS. . 
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Jewelry Stocks Wanted 


CASH WITHIN 24 HOURS for 
DIAMONDS OLO GOLD 
WATCHES PLATINUM 
JEWELRY FIXTURES 
PEARLS ANTIQUES 
CALL COLLECT FOR CONSULTATION 
Telephone: DEcrborn 2-3407 


oy" WeilerEG. 


Established 1880 


\ 


UTD 


Complete Stocks 


iterate 


Wi 


DDN NOD 


All inquiries Strictly Confidential 
MEMBER REFERENCE 


Jewelers Boord Your Local 
of Trade Bonk 


Division of M. Y. Finkelman Company 
29 &. Medison $t., Chicegeo 2, tl. 


AVA UE 


S enenenm waren 7% 


is IE) 








THIS AD. 


OT 


Joe 


thousands of your customers , 


into the home 


vi 


full color pages in the en sales- 


stimulating Fall issues of X CHARM 


x ESQUIRE X THE 


M 


AGAZINE. 


Watch for it! Tie in 


t! It's one more way 


ONE ‘LINDE’ STAR 


: 








NEW YORKER 


with 


‘LINDE’ STARS ARE DOING A SELLING JOB FOR YOU! 
‘Linds 


Wwe 


124 


a registered trade mark of UCC 


WRITE AIR MAIL FOR FREE CATALOG 


DLAMO\DS ia 


JOACHIM GOLDENSTEIN 


DIAMOND CLUB, ANTWERP, BELGIUM 


TOP @& Hat 
CHARMS 


Seld only direet to Retailers 
MFG. CO.., 


ae 
quality 


lowest 


& -0--2 2-0 -O-- 8-8 -O--S- -O--O--O--O @ 
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ATTLEBORO, MASS. 


IL 


= National Lead Co. has announced 
that the recently acquired Goldsmith 
Brothers Smelting & Refining Co. 
vill be operated as Goldsmith Bros. 
division, will continue to specialize in 
precious metals and allied products 
for the jewelry industry. Goldsmith 
Bros., a 92-year-old producer of met- 
als, with principal offices and plant at 
Chicago, Ill., smelts and refines gold 
silver and platinum metals such as 
platinum, iridium, palladium, osmium, 
rhodium and ruthenium. These metals 
and their alloys are sold in the form 
sheet, wire and powder. Paul 
J. Pater has been appointed manager 
and Marc S. Goldsmith assistant man- 
ager of the new division. Mr. Pater 
manager of the National 
brane h. 
annual dinner 
the Jewelers’ Association of Greater 
Chicago will be held Nov. 22 in the 
Guild Hall at the Ambassador West 
Hotel. 
s William Wagner, former executive 
secretary of National Jewelers’ Asso- 
ciation and now executive director of 
the Diamond Council America, was 
incipal speaker at the September 
meeting of the Jewelers’ Association 
of Greater Chicago, at the Bismarck 
Hotel. Wagner is also JC-K consult- 
ant on installment credit. 
s The elected to mem- 
bership in the Chicago Jewelers’ Club 
mee Don S. Hobe, 
representative of Hobe Cie, 
York; Leslie H. Suhr, man- 
g Heyworth Bldg., 29 E. Madisor 
t., Chicago: Hoyt Hurst, editor & 
Mid -('ontinent Jewele) 
Kansas City. 
e John W. 


Sh lop in 


of bar, 


is also 
T i | ~ 
Lead’s Chicago 


es The 32nd dance of 


follow ing were 


October ting: 


Net A 
ager. 


S 
publisher, 
owner of Sauer’s 

Fort Wayne, was 
t of the Indiana Jew- 


’ . 
tne groups 


Sauer, 
Jewelry 
preside n 
Assoc} an- 
ivention in September. He 
Charles Feffer of Indianap- 
olis. Elected with were John L. 
Kirkman of Anderson, vice-president; 
Stanley Hall of Lebanon, secretary; 
Maurette Brown of Indianapolis, trea- 
surer. James C. Lucas continues as 
managing director of the association. 
s Edwin Pfaff, formerly of Marion, 
S. D., has opened a jewelry store in 
the Park Ridge shopping center at 
Sioux Falls, S. D. 

es Winchell Jewelers, Crawfordsville, 
Ind., has moved into a new downtown 
store. Leonard C. Winchell, owner, 
started in business in Crawfordsville 
nine years ago. 

s Shryock’s Jewelry has 
a new store location in 

ette, Ohio. 
wsAaron J. 


elected 
elers ation at 
nual co? 
succeeds 
Sauer 


into 
fay- 


moved 


West La 


Pearlman, of the Jewel 
Box in Battle Creek, Mich., served 

chairman of the United Fund’s de- 
partment and variety store team in 
the business division, helped collect 


Jefferson, 


“WES I 


£11.731. a cent achievement 


Was 


108 per 
$10,800). 
and 


(goal 
es Vic Alexander 
Big Springs, Tex., has purchased Dan 
S. Park Jewelry, one of Cheyenne, 
W voming’s, oldest business operations. 
Store Vic Alexander and 
Associates. 

es James Dobie, Jr., partner in Dobie 
Jewelers of Royal Oak, Mich., won the 
big door prize—an air trip to New 
York—at the recent Detroit Jewelry 
Show held at the Statler-Hilton. 

se Ellenbecker Jeweler, for 25 years 
on Milwaukee’s Third St., has opened 
its store in the Capitol Court 
shopping center on Milwauke North 
Side. 

ae Imig & Co., 
opened its remodeled gift 
Garrison is 
ae Mrs. E. G. 
Kirchner hz 
the presidency of Kirchner 
Inc., Minneapolis, Minn., 
the late E. G. Kirchner, 
September. 

e Stan Fishman 
staff of the Joplin, 
of Zale Jewelry Co. 
es Jack Cohen Jewelry 
store the Lind 
Zanesvill Store is currently a 
RN. 
s Four e 
| Stores 


Associates, of 


name will be 


new 


Wis., has 


shop. Gary 


Sheboy an» 


owner. 
Kirehner 


ve assu med 


and Douglas 
the duties of 
& Renich, 
succeeding 
who died In 


} 


has iolned the Saies 


Mo.. branch store 


has leased 
Areade in 


+ 


Space in 
. Ohio. 
Sixth St. 
nployees of the 
ranches in 
‘ived money 
ntly from 
pervisor Louis Marks. 
Betty Paxton, 10 years 
and Jules Berliner, El 
sa JoA \nn Wi son, 
service 

es Thyberg’s 
quarters In 


Merchants 


J . 7 “yy | 
rece awards 


Iris rece 


eanor 
eacn 
] 


Jewelry has 


the former 
Bank in Mari 
Robert Thyberg is owner. 
es Mr. and Mrs. George 
have pu ‘hased Baisters 
Coffeyville, Kan., from Mr. 
Norman Balsters. Store 
become Midland Jewelry. 
previously operated stores in 
Mo., Paola and Indeper 
e Likes has 
new, larger location at 
Keokuk, Iowa. 

s Stanley Prokop, Jeweler, has opened 
at 120 W. Third St. in Alliance, Ohio. 
Stanley Prokop previously op 
rated stores in Rushville and Wheat 
land, Wyo., and in Denver, Colo. 

s Donald Currier, erstwhile 
maker at Wehler Jewelry 
mont, Minn., has purchased a store in 
lowa. 

es Hales Jewelry has opened in Me 
Connellsville, Ohio. Owner is Robert 
Hale, a 1947 graduate of Elgin 
Watchmakers who has 
worked in Carey, the past 
SIx years. 


Banniste 
Jewelry in 
Mi 


name wii! 


and 


Sannisters 
Lamar, 
idence. 

opened 

515 Main 


Jewelers 


Owner 


watch- 
in Fair- 


College, 
Ohio, for 





# Phillip’s Jewelry Co. has moved 
into its new quarters at 121 Madison 
st., Port Clinton, Ohio. Owner is 
Philip Wasserstrom. 

# Mosher’s Jewelry has moved to new 
quarters at 3813 
Broadway, Gary, Ind. Harvey Mosher 
store owner. 

e Mr. and Mrs. Martin Fox, 
of Fox Jewelry Co. in Benton Harbor, 
Mich., were recent guests in Dublin, 
lreland, of former Mayor Robert Bris- 
a European buy- 


Broadway, from 3857 


owners 


COe., Foxes were on 


ing tour. 

es Martin Jewelry and Art Dealers 
has completed extensive store remod- 
eling at 112 E. Prairie Ave., Decatur, 
Iii. Owner is Roy Ousley. 


THES 


es Chandler Jewelers has purchased P. 
Krauss & Son at 434 Lafayette St., 
moved its opera- 

building. 


forme}! owners, 


Lafayette, La., has 
tio} into the Krauss 
and Louis Krauss, the 


will continue In the store fo! 


Jules 
several 
month 
leader and 


Pets CS- 


n, art 
igner in St 
SpOoOKe LO the { re 
St. Petersburg 

iry. 

‘nrysostom has 

f kriedman’s Jewel- 
the Pinehaven 
on, S. C. He and 


> 
nad owned a 


+1 
Onop- 


: 
nas opene 


s owner. 
7. . , an — 
iS-Vveal old jeweiry 


N. C., has 


» ] } ] 
Ragsdale nas 


changed 


rryi 1d has pecome 
Mrs. 


owner- 


it, succeeding he 
, Jolly. VA ho h: 


1919 


: 
motnel 


ident since Ragsdale 
A orad iALle oO! {) um la l 
’ 


with Jolly’s 


George Ragsdale, Jr., 


has nNeen 
time. 
ed vice-president. 
es Frank R. Ford is 
\0th vear in business as 
Norfolk, Va. The firm which bears 
his name was founded in 1914 by him- 
self and the late E. R. Ford 
active throughout his long 
state jewelers’ 
and in civic activities. 
#® Paul L. Hayden of Somerset, Ky., 
a licensed watchmaker, has purchased 
Danville, 


celebrating 


a jeweler in 


Gale. 
nas heer 


career In associations 


Spoonamore Jewelry Co. in 
Ky., from Mrs. Clarence Spoonamore. 
es Zale Jewelry Co.’s sixth store in 
Virginia was opened at 332 High St., 
Portsmouth, in September. Wilbur A. 


es Forrest E. Finney has purchased 
Dunaway Jewelers in Massillon, Ohio, 
from Mr. and Mrs. Howard E. Dun- 
away. 

es George Parker, 
Parker Pen Co. in 

has been named general manager of 
the parent Parker firm. He had been 
director of domestic sales; these duties 
will be taken over by David H. Gullett. 
Two new “brand manager” positions 
have been created in the Parker re- 
organization. John G. Mack, a 
president, becomes Parker brand man- 
George Heath 


vice-president of 


Janesville, Wis., 


Vice- 


and executive C. 
Eversharp brand manager. 
Both men have already assumed their 


aver. 
hecomes 


new duties. 


SOUTH 


Richmon is manager. 

= Horace E Rutledge, 
Smith’s Jewelers at Five Points West, 
Ala., will head a 
new under the 
name at Midfield Park shopping cen- 
ter. He will serve as manager of the 


owner of 
near Birmingham, 


modern store Same 


new store. 

s Friedman’s Jewelers, 64-store chain 
operating in Florida, Ala- 
ama, South Carolina and North Car- 


Georgia, 


olina, has opened its second store lt 

‘} ] : 

F la., at tne new 

Vay Cente} shopping center. Its cen- 
> 


store 1S located at LO6 NX. 


} } ‘ 
Jacksonvi ic. C,ate- 


A. Roberts, jew } 

50 years, mostly in Mar- 

Va., is retiring, has sold 

located at 146 N. Queen 

to Calvin M. Caldwell. Store will 

in L. A. Roberts name. 

Mathes, who managed Sa- 

Albany, Ga., 

ir years before Oct. 1957, has 
eturned as manager. In the int 


Thomas- 


Jewelry Co. in 


Vathes managed a store i! 


es Larry Ferguson, a certified master 
watchmaker, has joined the staff of 
Fischer & Sons, Jewelers. on N. 
Ave., New Homestead, Fla. 
previously had 
watchmaker in Canton, Ohio. 
ws Hefner’s has moved into a 
store in Harrisonburg, Va. 

# Romar Wholesale Distributing Co., 
a division of Gleason Jewelry Co. in 
Louisville, Ky., has been opened at 
604 W. Main St. James J. Roth is 
president, Carl Kline sales manager 
of the new firm. Romar will sell jew- 
elry, appliances, camera equipment, 
furniture, sporting goods. 

e The Atlanta branch of A. Cohen & 
Corp. has moved into a new, 
modern showroom and warehouse at 
85 Fifth St. N.W., Atlanta, Ga. New 
structure has 13,000 feet of 
floor space. 


Kron S 


Ferguson been a 


large) 


Sons 


square 


IN NEW ORLEANS 
ANTIN’S WILL PAY 
MORE FOR YOUR 


Antique Jewelry 


because Antin's is located in a 
city that has for several centuries 
specialized in Antique Jewelry, 
Fine Silver and Objects of Art. 
New Orleans is a "ready mar- 
ket". Convention Visitors crowd 
this city daily. They look for 
antique items and buy them, too! 


Watches Wanted—Any Make or Age 


Highest prices are paid for Antique 
Jewelry, Watches, Platinum, Dia- 
monds, Sterling, etc. Your package is 
kept aside, for 10 days, subject to 
your approval of our remittance. 


Whitney National 
New Orleans, La. 


Ref: Dun & Bradstreet: 
Bank, Morgan Branch, 
Jewelers Board of Trade 


ANTIN'S 


Antiques and Antique Reproductions 


114 Baronne Street 
New Orleans 12, La. 
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DANIEL 


Famous for 
French Hand Beaded 
PARIS PURSES and 
MATCHED ACCESSORIES 
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HOUSE OF NASH 


316 Barrow St., Jersey City 2, N. J. 
HE 5-5900. (Direct N. Y. Di 9-1230) 


N. ¥. Showroom 10 W. 33rd St. 
Room 1102—Phone CH 4-3337 
in Ottawa—299 Richmond Road 
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increase profits by 
Engraving your own Jewelry 


Special Multi - Grip 
vise holds articles of 
any shape. Inexpensive 
CNP-J Panto - Engraver 
cuts sharp and clean in 
stainless steel, gold, silver, other metals. 


FOR THE JEWELRY MANUFACTURER 


The 30-5 Panto-Engraver - 

Cuts medallion, ring and jewelry dies, 
steel stamps or any bas-relief design, as 
well as lettering, name plates, trophies, 
signs, etc 


Mode! CNP-J 


Model 30-5 


A Full Line 
of 
Engraving 
Equipment 
and 
Accessories 


*eseeeseeeseeensee0eepee2,eeefee2eeee0e20e20e0e0e20e28280820280808808 8 


Liberal Terms Arranged 
Small Monthly Payments 


PA \ For ummediate attention write directly 
one 


T ob to manufacturer below. Ask for nearest 


representative 
H. P. Preis Engraving Mochine Co 
657 U. S$. Highway 22 Hillside, N. J. 




















MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware BELLEEK China 
MASON’S Ironstone Ware 


129 Fifth Avenue, New York 3, N. Y. 














Importers of 
ENGLISH CHINA 


anc 
EARTHENWARE 
Stock and Impert 


FONDEVILLE & CO., INC. 


149 5th Ave., New York 10, N. Y 
AL. 4-0104 








JEWELRY REPAIR HEADQUARTERS 
FOR ALL AMERICA 


‘ 
Complete Manufacturing 
and Repair Facilities 


Quality Workmanship 
and Prompt Service 


DIAMOND SETTING @ HAND ENGRAVING 
RING SIZING © SHANKS © BEZELS © TOPS © PRONGS 
DESIGNS FOR SPECIAL ORDER WORK 
PRECIOUS AND SEMI-PRECIOUS STONES 
DIAMONDS, ALL SIZES 
LAPIDARY WORK © ENAMELING 
RHODIUM AND GOLD PLATING 
WRIST WATCH CASE LUGS 


A. SAUER & COMPANY 
329 East 8th Street 
Cincinnati 2, Ohio 


= Beasley’s Jewelers has opened in 
Frisco, Tex. Owners are Tom Beasley 
and Norman Zuspan; manager is Mrs. 
Ruby Webb. 

» J. Wexler, Houston, Tex., jeweler, 
has leased property at 628 Main St. 
for a new jewelry store site. Wexler 
has been in the jewelry business for 
more than 40 years. In recent years 
he has been joined by his sons Leon 
and Seymour. 

s Wright and Sanborn Jewelry has 
moved to 20 E. First St., Scottsdale, 
Ariz., from Tempe. Owners are May 
Sanborn and Elden Wright. 

s Fairchild’s Jewelers in Kerrville, 
Tex., has changed its name to How- 
ard’s Jewelers. Owner is Howard 
Brown, who purchased the store 15 
months ago from Ellis Fairchild. 

= Charles W. Briley has opened 
Charles Jewelry No. 2 in the Medical 
Arts Areade, Dallas. Charles Jewelry 
No. 1 is located on the ground floor of 
the Rio Grande Building. 

# Linz Brothers, Inc., in Dallas has 
formed a business gift division. Asher 
Dreyfuss, Jr., secretary of the 8&3- 
vear-old firm, will head the new divi- 
sion. Firm president is Carl Flaxman. 
a William Wells has opened 
rooms on the ninth floor of the Prae- 
torian Building in Dallas, Tex. 

a Zale Jewelry Co. will open its new- 
est store Nov. 1 at 650 Orleans St., 
Beaumont, Tex. New store will re- 
place the present Zale store at 499 
Pearl St. Leon Cherikowsk!i is man- 


show- 


aver, 

s More than $250,000 worth of Zale 
rough and polished dia- 
on display for the three 
weeks Oct. 9-25 at the 1959 State Fair 
of Texas. 


4 wNewWwWe t 


monds were 


store of Gordon’s Quality 
Jewelers was opened Oct. 9 in West 
Palm Beach, Fla. Chain, which head- 
quarters in Houston, now has 66 
stores operative. 

= Golden Shield by Sylvania has 
opened permanent exhibit headquar- 
ters at the Dallas Trade Mart, 2100 
Freeway, Dallas. Golden 
Shield was formed recently by Presi- 
dent Arthur Gould, makes radio and 
phonograph lines. 

= Don Zale of Dallas has been named 
controller of Zale Jewelry Co., a new 
post. Zale will control all firm fi- 
nances and banking activities, will 
supervise general office operations, 
store credit and collections. 

a W. L. Hinson, formerly of Tucson, 
Ariz., has announced plans to open a 
jewelry store in Stroud, Okla. The 
building back of Harding Drug store 
is being readied to house the jewelry 
store. 

es Mr. and Mrs. George F. Hood, who 
operate Hood’s Jewelry in Chandler, 
Okla., recently announced plans _ to 


Stemmons 


SOUTHWEST Lil 


move their business to their 
building in the 900 block on Manvel 
Ave., formerly occupied by Williams 
Variety Store. 

e Rex Gearhart, owner of Gearhart 
Jewelry in Henryetta, Okla., has been 
elected treasurer of the Henrvyetta 
Progressive Merchants’ Association. 
Purpose of the newly formed organi- 
zation, according to its officers, “is to 
meet and work together so as to give 
better service to our customers and to 
plan ways of showing our apprecia- 
tion for their patronage.”’ 

es New watchmaker at Peterman’s 
Jewelry in Texas City, Tex., 
soriskie. Soriskie graduated fast 
June from Houston Technical C 
® Harold Patton has _ been 
credit manager of Busch 
elry store at 1707 Main St. in Dallas, 
Tex., according to Frank Fite, 
president of the firm’s 
tions. 

es S. P. Maxwell, recent Or: 

the Houston Technical Colle; 

of watch repair, Is now employed DY 


own 


is Johnny 


?} 
1ieye 
named 


Sons Jew- 


vy 
Texas 


Allen and Casperson Jewelry in Hou 
ton. 

® Present enrollment in the sc! 
watch repair at Southwestern 
College, Weatherford, Ckla.. 
cording to announcement 

M. Lewis. 

e E. D. Wassum has closed 

repair business at 1424 W. 

in Corsicana, Tex. 
» The San Antonio, Texas. 
makers Guild recently held its ann 
picnic at Starcke Park in Seguin, Tex. 
e H. B. Neill, of Houston Technica! 
College, gave a talk on the ‘“‘Hamilton 
Electric Watch” at the Septembe: 
meeting of the Houston Guild of 
Texas Watchmakers Association, neid 
at the Rice Hotel in Houston. 

es Fred Swartz and Co. h: 

from 1708 Jackson St. to 

cantile Securities 
clalizes 
monds, 


suilding. 
in loose and 
watches, and plat im 
gold jewelry. 

s Edward E. Manning, forme: 
f Everts Jewelers, Dallas. 
downtown store watch repai! 


avel 
depart 
ment, has been promoted to mana 
of firm’s branch store in the Highland 
Park district. 

7 E. L. Inks is new watchmaker at 
Logan Jewelry in Sayre, Okla. A 
native of Afton, Okla., Inks studied 
horology at Southwestern State Col- 
lege, Weatherford, Okla. 


f 
t 
_ ‘ 


} 


’ Before com- 
ng to Sayre, he was employed at Kel. 
ey’s Jewelry in Weatherford, Okla. 

e John Alexander, 
Okla., has moved his jewelry and 
watch repair shop from the Katz 
Drug Store at Main and Robinson to 
10 N. Harvey, where he now operates 
as Alexander Distributing Co. 


Oklahoma Cit 


- ¥ » 
* 





WEST COAST 


e The 24-Karat Club of Southern 
California held its annual champagne 
dance Oct. 22 in the Beverly 
Hilton Hotel’s new International 
toom in Los Angeles. Past presi- 
dents Walter Dorrer, Jules Linden- 
baum and Max Wolman comprised 
the dinner-dance committee. 
s Irving H. Kaufman, president of 
Allison-Kaufman Co., 215 W. Fifth 
St., Los Angeles, returned in Septem- 
extended tour of the 
3elgium and Hol- 


dinner 


ber from an 
diamond markets In 
land. 
e® On Oct. 1 Walter Herz incorpo- 
rated his gem business under the new 
firm name of Herz & Lewis, Inc. Com- 
pany is located at 448 S. Hill St., Los 
New partner G. D. Lewis 
with Herz shortly his 
discharge from the Army in 1956. 
e Harry Present, Harold 
and Paul Bader were hosts at a 
luncheon recently for Gen. Omar N. 
Bradley, chairman of the board of 
the Bulova Watch Co. Held at the 
Statler Hotel in Los Angeles, the 
luncheon was attended by a group of 
ers and personal friends. Gen- 
eral Bradley discussed prospects for 
the firm’s new electronic watch. 
ae S. H. Friend, 63-year-old diamond 
importing and wholesale jewelry firm 
Mission St. in 
first catalog. 
merchandise 


after 


Germain 


ewe! 


at 657 San Francisco, 


More 


are 


has published its 
(00 items of 
$8-page spiral-bound book. 
icial meeting of the North- 
ern California Guild of the American 
Gem Society was held Sept. 9. Officers 
elected: president, Jesse Linzer of 
Van Craeynest & Linzer, San Fran- 
vice-president, Arthur Gleim of 
Palo Alto; secretary- 
Walter Genuit of Arthur 
Glick in Stockton. Next meeting of 
the Guild is scheduled for Nov. 11. 

s The Swiss Diamond Palace at 2122 
Mission St. in Francisco has 
undergone its first complete remodel- 
ing, inside and out, in 30 years. A 
landmark in the Mission St. Shopping 
District, the Diamond Palace 
was founded in 1909 by the four Stef- 
fan brothers when they arrived here 
from Switzerland. Ernest Steffan, Jr., 
manager. 

es Edward Elefant & Co., wholesale 
jeweler at 657 Mission St. in 
Francisco, has announced the return 
of Ron Smith. Smith, who was with 
the firm for about three years, left 
eight months ago to complete his col- 
lege work. He is in charge of the or- 
ganization’s office and showroom. 

es The Sixth Annual Gem and Min- 
eral Show sponsored by the San Fran- 
cisco Gem and Mineral Society, was 
held Oct. 17-18 at the Scottish Rite 
Auditorium, 

e Alex N. Ivancich, owner of a watch 


a 
rst off 


CISCO; 
vee 
(;,leim Jewelers. 


treasurer, 
San 
Swiss 


Is store 


San 


NOVEMBER 1959 


repair shop at 1712 Grove St. in 
Berkeley, won second prize of $2500 
in cash and a two-week Hawalian va- 
cation for two in the Checker-Board 
contest recently run by the San Fran- 
cisco Call-Bulletin. 

s Donald Warlick, manager of Ala- 
meda Jewelers at the South Shore 
Center of Alameda, Cal., has been 
named promotion manager of the 
South Shore Center Merchants Coun- 
cil. 

s Artcraft Jewelry Displays, formerly 
Modern Jewelry Case Co. of Buffalo, 
N. Y., has recently expanded its line, 
will cater to both retail and wholesale 
jewelers from its new place, 7419 
Lankershim Blvd., North Hollywood, 
Cal. 

es Empire Jewelers, operated by part- 
Kenneth E. Skinner and Leo A. 
Dudman, moved Oct. 1 from 2400 
Hollywood Way, Burbank, to a new 
larger place at 2438 Hollywood Way. 
es Edwards Jewelry has just opened 
store at 137 N. Spring St., 
slythe, Cal. 

» Thomas H. Green, operating as 
Green, the Jeweler, and formerly lo- 
cated at 119 Center St., Twenty-Nine 
Palms, Cal., opened a new store Sept. 
1 at 55633 Twenty-Nine Palms High- 
way, Yucca Valley, Cal. 

s Mrs. Helen Williston, for a number 
of years partner and manager of 
DeMilo Jewelers, 1110 N. Hollywood 
Way, Burbank, Cal., sold out Sept. 
28 to Luke Kurtz, a jewelry salesman 
on the west for 11 years, and 
his wife, Rose Kurtz. Kurtz will 
operate the under the same 


ners 


a new 


coast 


store 
name. 

s Lepfer Jewelers has opened a new 
store at 1656 Vine St., next door to 
the well-known Hollywood, Cal., cor- 
ner of Hollywood and Vine. 

# Rive Ribbon Trophy Cx. operated 
by Ralph C. Phillips and Reuben H. 
Park, purchased a new location with 
29000 square feet of floor space at 
9140 Southwestern Ave. in Los An- 
geles on Oct. 1. Firm also has opened 
a branch at 6555 Grand Ave., Bueno 
Park, Cal. 

= Redondo Jewelers, 122 S. Pacific 
Ave., Redondo Beach, Cal., operated 
by Emery Fried, was sold Sept. 24 
to Jules Braunstein. 

s Merit Watch Co., operated by part- 
ners Alex Scher and Irving Druyim 
for the past 15 years, is now owned 
solely by Druyim. He moved Oct. 1 
from 616 S. Main St., Los Angeles, 
to 610 S. Main St., Room 919. 

es Westwood Clock Shop. recently 
opened a new store at 10906 Le Conte, 
Los Angeles, Cal. 

# The San Pedro Loan and Jewelry 
Co., 512 Beacon St., San Pedro, Cal., 
separated its loan department from 
the jewelry department recently. 


KIENZLE CO. 
preseNTS NNEVV 


CALENDAR WATCH 


¢ LUMINOUS DIAL 

¢« WATERPROOF 

¢ STAINLESS STEEL 
CHROME CASE 
$10.95 retail 


WRITE FOR CATALOG 
KIENZLE CO. 


102 Fifth Ave., N. Y. C. II 
OR. 5-8067 


N.Y. 





Complete Memorandum service 
to all accredited jewelers. 
World famous importers 
of rough and polished 
gems. 


GEM 


Black Star 
Sapphire 


Panther International Ltd. 
Importers f the $2 Mil 


ion Panther Opal & other 


Lapidary 
Repair Service 








. trernrs 


PANTHER INTERNATIONAL LTD. 


21 West 47th Street 
New York 36, New Yort 
Judson 2-0411 














EMERALD 


Loose or mounted. Memo selections to rated 


jewelers. Write 


I. WIDESS & SONS MAdison 6-147] 
220 W. Sth Street. Los Angeles 13, Calif. 





\Gp 


BLACK STAR SAPPHIRES 
$1.25 per carat 


In lots of 50 more 
assorted § sizes ALSO 
FINER STONES From $2 to 
$10 per corat 


INTERNATIONAL GEM & PEARL CO. 


carats or 


Z % 
Uronie* 








220 W. Sth St., Los Angeles 13, Cal f. MAd.son 4.1777 
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BiG PROFITS 


FROM DIGNIFIED 

Retail or Auction 
ac. 
Liquidations 
Promotions 


Brill & Colmes will show you how you can 
realize MORE CASH through their proven 
sales methods, than the highest bid quoted 
for your business. Plan ahead! NOW! 


Write * Wire + Phone Collect 
No Obligation @ In Strictest Confidence 


BRILL & COLMES 


and Associates, Inc. 
Auctioneers and Sales Specialists 











45 West 45th St., N. Y. 36, JU 6-2334 
‘ Members’ Jewelers Board of Trade 


S 














| 
| 


-WATCH-BOTCHING 


is what you get when you 
buy your watch repair service 
on price alone. Cheaper at 
first, it hurts you later when 
your customers lose confi- 
dence in you and never 


return 


Our reputation is built on 
quality watch repairing, fast 
service and competitive 
prices. Our nationwide clien- 
tele testifies to our reputation. 
Be convinced—send us your 


next watch repair jobs. 


KARELIN WATCH SERVICE 


116 NASSAU STREET NEW YORK 38, WN. Y. 
CO 7-4895 




















“FABULITE" 


Distributor 
FULTON-NASSAU JEWELS, Inc. 
Precious and semi-precious stones 
74 West 47th St. New York 36, N. Y. 
Tel: Ci 7-7220 








Executive Appointments 








Gen. Omar N. Bradley 


Gen. Omar N. Bradley, chairman 
of the board of Bulova Watch Co., 
Inc., has been elected chairman of 
Bulova Watch Co. of Canada, Ltd. 
tobert E. Day is president of the 
Canadian firm. Other new elec- 
tees: Muriel McCullum, vice-presi- 
dent for advertising; Roy Ward, 
vice-president for manufacturing; 
George Staniforth, assistant 
retary; Sol E. Flick, 
Named as new directors (all are 


sec- 


secretary. 


Howard T. Brenner 


with the U. S. firm): Harry B. 
Henshel, president; R. Harvey 
Whidden and David Anderson, 
vice-presidents. 


Harold Stallwood has been elected 
controller of Gorham Manufactur- 
ing Co. Stallwood joined Gorham 
in 1941, had served for the past 
six vears as assistant controller. 
He is president of the Providence 
Chapter of the National Office 
Management Association. 


Harold Stallwood 


Howard T. Brenner has suc 
M. Laurance Millspaugh as 
dent of Samuel Kirk & Son, 
144 - year - old 


Baltimore, 


venerable 
smiths firm in 
Millspaugh remalis as i] 
of the board. S. Kirk Millspaugh, 
Chairman Millspaugh’s son and a 


Cnalirma 


great-great grandson of Fou 


pecomes vice-presl- 


Kirk, 
advertising and » iblie 
Henry K. Settle, treas- 


urer of the firm for the 


Samuel 
dent for 
relations. 
years, has been named 


dent and treasurer. 











Florida watchmakers 
Stage 14th convention 


Daytona Beach played host to 
the 14th annual convention of the 
Florida State Watchmakers Asso- 
ciation on Oct. 3. 

J. Owen Eubank, mayor of Day- 
tona Beach, extended the official 
welcome to the gathering, which 
made a well-planned combination 
of business and pleasure. 


Main speaker at the event was 
rank A. Hamilton 
Watch Co., who talked about “The 
Electric Watch and the Watch- 
maker.” Featured at the conven- 


tion were displays sponsored by 


Russell of 


numerous manufacturers and sup- 
pliers of horological items. 

Socially, the meeting was spark- 
ed by a beauty pageant to select 
Miss Watcch Charm of 1960 and 
by a moonlight boat cruise. 








Obituaries 











Charles Hiland Hall, 85, head of 
Charles Hall, Inc., New York im- 
porter of antiques, and giftwares, 
died in mid-September. 

Adolph QO. Straker, 81, retired 
jeweler manufacturer-partner in 
Straker & Freeman Co., North At- 
tleboro, Mass., died early in Sep- 
tember. 
Arthur P. 


former 


Stiehler, 64, retired 
Klee & Groh 


Y.. died 


owner of 
Jewelers in Rochester, N. 
sept. 18. 

George B. Lewis, 89, president- 
owner for 45 years of Shreve & 
; Francisco before his 


1948, died in 


(Co. in San 


retirement in Sep- 
tember. 

Ernest G. Kirchner, 49. 
in the firm of Kirchner & 
6th St.. Minneapolis, 


principal 
Renich. 
va? 
Renich 
wholesale jew- 
Ernest A. 


’ 
deceased 


died sept. l. Kirchner & 


manufacturer and 


eler. was founded bv 


Kirchner, father of the 

in 1926. 

Charles H. Bern, 87, | 

Charles N. Bern, Inc., 
at 5019 S. Ashla 
in September. 

in the jewelry | 


LSS. 


Myron John Kelly, 65, former 
president of The Chicago 


ers Association and re 


"Oy ‘ sat wy 
Ze! ‘)i Lun nA 


- 


iversmit 
in Chicago, died in Sep 
Clarence [, Lederer, 77. 
‘acticing jeweler in Pittsfield 
Septembe: 
Whiting Co., 
Pittsfield in 1900. 
Cunningham, 


" .< ;' > " * 
chain ()] iew 


Henry Clay 
founder of a 
stores on Florida’s east coast 
September. He 


Miami. Fort 


Lauderdale, Was 


1926. died late in 
stores in 
Fort 


active in civic and fraternal! 


owned 
ierce and 
work. 
Elmer L. Schumacher, pre 
of Russell Harrington Cutlery Co. 
Mass., 


been 


sident 
in Southbridge, died re- 
cently. He had 
firm 1925, 
the American Optical Co. 
Phil G. Ruvelson, 70, 
wholesale diamond dealer in Min- 


with the 


since was a trustee of 


prominent 


neapolis, Minn., died recently. He 
was founder in 1919 and presi- 
dent until 1958 of the namesake 
firm; his son Alan K. Ruvelson is 
now president. 

Dr. Burton L. Dunn, 8&8, the eye, 
ear and nose specialist who turned 
in 1904 adver- 


tising 


medicine to 
Silversmiths, 
the 


full-page 


from 
for Oneida 
who is credited with being 
first 
ads regularly, 
timonia! ads, the first to insist on 
modern the man 


who brought Oneida’s Community 


advertiser to use 


the first to use tes- 
iayout styies, 
trademark into eminence, died re- 
cently. 

Jack Bitterman, 82, president of 
Bitterman Bros. 
Evansville, Ind., and active in the 


Jewelers in 


jewelry business for 65 
died Sept. 19. 
O. B. Wise, 75, owner of a jewelry 


died 


: oi/ 
retall 


years, 


store in Huntingdon, W. Va., 


sept. 18. He 


I had been a jeweler 


had served a term 


as president of the Cincinnati Re- 


in Cineinnatl. 
Lal! Jewelers Association. 

Nathan Zaidens, 76, a New York 
merchant for more than 
died 


He immigrated here from 


diamond 


nalf a 


century, late in Sep- 
tember. 
at age LS, entered business 
N. Zal- 
later. In 


of Ar- 


worth 


Russia 
watchmaker, started 

‘o. several years 
imported the Star 
a 320-carat sapphire 
consider- 


doo,000, Which attracted 


ible iblic attention. 
a diamond 
died 
He had worked 
New 
had 


firm’s industrial 


Aalten, 74. 
the 


’ ? 
September. 


George Van 


since age of 12, 


Bros. in York 


imgold 


re than 40 years, been 
manager of the 
diamond cutting division. 

Charles D. Luhrs, 76, retired long- 
time Tiffany clerk, died recently. 
Bb. Eugene Shaw, 69, owner-opera- 
tor of Gene Shaw Jewelry in Day- 


ton, Ohio, died in September. 


Nieman, 56, promi- 


St. Charles, 


Courtney L. 


nent Ill., jeweler and 
two-time board chairman of Kane 
County, died recently. 
Gunnar B. Anderson, 57. 
Ander- 


Mass.. 


dent-treasurer of Knut H. 
Worcester, 
died in mid-September. 

Se, Pe 


wholesale 


son Co.. Inc., 
Golby, 89, who had been a 
jeweler on New York’s 
famous Maiden Lane for 67 years, 


died in September. 
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More Profit with 
ideal System 


Sample entries show 
how to keep this simple record. 


Designed Especially for JEWELERS 
You'll see where to cut costs, where your 
best profit opportunities are, when you 
keep your business and tax records in 
this easy “do-it-yourself” book. No 
bookkeeping experience needed. Especi- 
ally designed for jewelers and watch- 
repairers. Used in thousands of Jewelry 
stores. From America’s largest publish- 
ers of simplified bookkeeping systems. 
Recommended by bankers and account- 
ants. Order from your stationer, $3.50 
and up. If he doesn’t stock, write for 
full information to The IDEAL SYSTEM 
Company, 2437 West Pico Bivd., Los 
Angeles 6, California. 
Now at most Stationers 








HAND-MADE 


Lealily 


| 


The GENUINE Ebertin Back 
Made and sold only by 
—Georges Ebertin— 
Clip backs, ear clips, 

m& combination clips 

= 


wu” 
—_ 


RTS —> en 


Write for catalog of sizes and styles 


Ore wexers \Deysunee 


562 5th Ave., N. Y. 36, N. Y. © Circle 7-2610 


tiyQe 


Especially in Wedding 
Rings. The new /4K gold 
rings by Certified are de- 
signed to sell on sight 


CERTIFIED merats co. | ,\\’=?'s9 


Newark2,N.J. 





makes the 
soles... 


~ 
ne 
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JEWELRY, CHINA 
OBJECTS D'ART 


UC TION 
SERVICE 


Experience is the hall-mark 
of the times. 


Our services are being put to use 
for firms like the Partridge Jewelers, 
Burwell, Neb., population 1400; 
The six leading jewelers of St. 
Louis, Mo., all in one big group 
auction sale in 1932; Feagans Com- 
pany, Los Angeles, with cash re- 
sults of $1,411,000 to complete 
their liquidation; Geiger & Ament, 
Louisville, Ky., one of the nation’s 
best firms; The George W. Heffer- 
nan close-out in 1958, a store carry- 
ing normally $500,000. 


One Close-Out After The 
fl Ip Other For 1959 


Down To Key In The Door 


MIGHTY 
MAN 

‘0’ THE 
HAMMER 


AMERICA'S BEST KNOWN 
JEWELRY AUCTIONEER 


“I wish to thank you,’ wrote E. Neilsen 
of Greenville, Michigan, to one of the top 
executives of the jewelry world, “‘for your 
letter concerning Tom Faussett. I found 
him to be everything you said about him 
and more. He is indeed taiented, honor- 
able and a man of his word."’ 


“If, said Emerson, “a man knows the 
law, people will find it out, tho he live 
in a pine shanty, and resort to him And 
if a man can pipe or sing, so as to wrap 
the prisoned seul in an elysium: or can 
paint landscapes, and convey into oils 
and ochers all the enchantments of spring 
or autumn, ‘tis certain that the secret can- 
not be kept, the first witness tells it to 
the second, and men g0 by fives and 
tens and fifties to his door.’ 

FOR WHAT OTHER REASON THAN 
PROVEN ABILITY AND HONORABLE 
DEALINGS WITH JEWELERS 
THROUGHOUT ALL AMERICA HAVE 
JEWELERS MADE A BEATEN PATH 
TO OUR DOOR EVEN THO WE LIVE 
IN THE SMALL CITY OF HOWELL, 
MICHIGAN? 


Forty years an advertiser with this, the 
oldest jewelry trade journal in America. 


THOMAS J. FAUSSETT 
921 FLEMING STREET 
HOWELL, MICHIGAN 


COMING EVENTS 


N O V EM 8B E R 
8 .National Association of Costume 
Jewelers, Inc., annual meeting, Sher- 
— > se . ioe Deets > 
aton-Biltmore Hotel, Providence. 


JI AN U AR Y 
5-8—Atlantic City China and Glass 
Show. Convention Hall. 
1-15—15th Floor Decorative Ac- 


cessories Show, Merchandise Mart, 


Chicago. 

17-20—Pittsburgh Gift Show, Penn 
Sheraton Hotel. 

17-22—New York Lamp and Home- 
furnishing Accessories Show, Hotel 


New Yorker and Trade Show Build- 


ing. 
24-27—Washington Gift Show, Ho- 
Willard, Washington, D. C. 
24-29—California Gift Show, Am- 
bassador and Biltmore Hotels, Brack 
Shops, Merchandise Mart, Los An- 
veles. 
31-Feb. 3—Cleveland Gift Show 
Statler-Hilton Hotel. 


F EBR UA R Y 


7-10—Buffalo Gift Show, Statle 
Hilton Hotel. 

7-10—San Francisco China, Glass 
Gift and Jewelry Show, Sheraton- 
Palace, St. Francis and St. Drake 
Hotels, Merchandise Mart, Brooks Ex- 
hibit Hall. 

7-14—Chicago Gift Show, LaSalle 
Hotel and Palmer House. 

7-19—Merchandise Mart China, 
Glass and Gift Market, Chicago. 

14-17—Portland China, Glass, Gift 
and Jewelry Show, Public Audito- 
rium, Plaza and Benson Hotels, Port- 
land, Ore. 

18—Tola Tumbleweeds spring meet- 
ing, Hotel Adolphus, Dallas. 

21-22— Washington RJA annual 
convention, Portland, Ore. 

21-24—-Seattle Gift Show, Civic 
Auditorium, Olympic and New Wash- 
ington Hotels, Terminal Sales Build- 
ing. 

21-25 — Allied Gift and Jewelry 
Show (spring), Hotel Adolphus, Dal- 
las. 

21-26—New York Gift Show, Hote! 
New Yorker and Trade Show Build- 
ing. 

28_Tllinois RJA annual convention, 
Springfield. 


MA RC H 


6-9—Denver Gift and Jewelry Show 
(spring), Hotel Albany. 

6-10 — Boston Gift Show, Hotel 
Statler and First Corps Cadet Ar- 
mory. 

12-14—-Minnesota RJA annual con- 
vention, Leamington Hotel, Minnea- 


polis. 


20-23—Philadelphia Gift Show, Ho- 
tel Benjamin Franklin. 


a FR FT + 
24-26—Florida RJA annual con- 
vention, Tampa. 
30-May 1—North Carolina RJA an- 
nual convention, Raleigh. 


MA Y 


15-20—New York Stationery Show, 
Hotel New Yorker. 

2()-22-_Tennessee Watchmakers and 
Jewelers Association convention, Pat- 
ten Hotel, Chattanooga. 

20-22 Watchmakers [air, Patten 
Hotel, Chattanooga. 


JU N €E 


7-8—Educational Jewelry Manufac- 
turers Association annual convention, 
Chicago. 

19-21—-Vermont JA annual con- 
vention, The Lodge, 


J U 
17-20—Southern lry Travelers 
Association annual convention, Henry 
Grady Hotel, Atlanta, Ga. 


AU GUS T 


Retail Jewelers of America, 

Inc., annual convention and _ trade 

show, Waldorf Astoria Hotel, New 
York. 

19—Jewelry Industry Tax Commit- 

tee annual meeting, Waldorf-Astoria 


Hotel. New Y ork. 


S —E P T E M BE R 

1—Tola Tumbleweeds fall meeting, 
Hotel Adolphus, Dallas, Tex. 
Texas Jewelers Association an- 
convention, Hotel Adolp ius, Dal- 
Tex. 

Allied Gift and Jewelry Show 
Hotel Adolphus, Dallas, Tex. 
Denver Gift and Jewelry 

(fall), Hotel Albany. 

Michigan Horological Associa 
tion annual convention, Pantlind Ho- 
tel, Grand Rapids. 

25-27—Phoenix Gift and Jewelry 


Show. Hotel Westward Ho. 





Herold Radio opens new 
plant in New York City 


A $2 million plant which will 
employ 1000 people was opened 
Sept. 29 in the Bronx by Herold 
Radio & Electronics Corp. and its 
subsidiaries, Steelman Phonograph 
& Radio Co. and Roland Radio 
Corp. 

Herold’s operations previously 
were scattered in nine plants 
throughout Westchester County. 
Firm makes hi-fi equipment, ster- 
eophonic phonographs, tape re- 
corders, radios, has $11 million 
annual sales. Roland J. Kalb is 
board chairman. 
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News of Personnel CM ¢ / 
oO ege Cua 


AS ae C Tdihis 


tising agency man, has been ap- market research manager for West- Pr 


ns 
pointed advertising and sales pro clox division of General Time Cane. “THE NEW CAMPUS KEEPSAKE 


motion manager of Golden Shield. He was formerly a marketing analyst 
for McCann-Erickson. 





Mark Markowitz, a former adver- David MceConaughy has been named 


Melvin A. Gershun has been named 
west coast sales representative fon 
K. Polishook & Son Corp. His head- 
quarters will be in Los Angeles. 


Mark Markowitz 


Bulova Watch Co., Ine., announced 
the following personnel changes: 
August R. Bozzo ha bee 
pointed factory manager for the 
sumer products division. He has 
with Bulova since 1946. David McConaughy 
Leo Ross and I. Roberts hav 
named credit managers. 
been with the company for 


" ‘ 
Rohe 


Horst John Kretschmer has been 
appointed product designer for Her- 


4 


old Radio & Electronics Corp. 


Arnold W. Bahder has been named Irwin Steinberg hi: 
* merchandising - Land American Thermo-Ware 
in the Chicag 


over tne territory 


Colorado. 





Government will revamp ‘Statistics (which _— produces 
consumer price index) is conduct- 
consumer Drice index ing a study of consumer expen- 
itur incomes, and savings. This 
will help them to decide how much 
Government officials are rebuild- welght to give price changes of 


ing the consumer price index to various commodities. 


make it a more accurate barometer The survey will also try to de- YOU DON'T HAVE TO STOCK ANY 
of the actual cost of living. termine where families buy related OF THESE ITEMS. JUST BUY A 

One of the first steps will be to items. Examples: do most families FEW REPRESENTATIVE SAMPLES. 
increase by one-fifth the number buy all clothing in a department GET YOUR FREE DISPLAY AND OR. 
of commodities for which prices store, or do they use_ specialty DER AS YOU SELL THEM. SEND 
are checked regularly. shops? Are most appliances bought FOR COMPLETE CATALOG OR _IN- 

Another will be to compute the in appliance stores, from secondary FORMATION ON INDIVIDUAL ITEMS. 
effect of new methods of distribu- sources such as drug stores and 
tion, such as discount houses and jewelry stores, or are they lumped 
other cut-rate stores. together with unrelated items as 

To improve its statistical tech- clothes and purchased at a depart- 
niques, the U. S. Bureau of Labor ment store? 


COLLEGE SEAL & CREST CO. 
| 236 Broadway, Cambridge 39, Mass. 














Manufacturers 


N ( W \ of Produets--- Promotions 


Wallace gives prizes for selling 
“Melanie” sterling pattern 





“Toga-Clasp" turns choker ; a cc — 4 
| f YM 
7 ' idk} >» 


to necklace in seconds 
Toga Pearls, a division of Maurice 7 
Goldman & Sons, has introduced what ' ) 
it terms a new concept in clasping | ‘ Ring display from Keepsake 
looks into the future 


pearls. The new “Toga-Clasp” closure 
design makes it possible for the 

wearer to clasp the necklace at Keepsake’s latest display piece fea- 
Every retail clerk who sells a Holi- tures a crystal ball mounted on 
day service for eight (or eight 5 or 6 stylized hour glass support. Two ring 
plece settings) of the new Wallace boxes revolve inside the ball whi 
“Melanie” sterling pattern is entitled light flashes inside the hour gia 
to a special gift from the silversmith 3ase is white with aqua 

skirt; bride doll is dressed | 


desired length. 

Toga-Clasp is open-ended, and de- 
signed so the two open ends terminate 
in drops of cultured pearls. A choker 
can be transformed to a long necklace 

a matter of seconds. firm. 
Necklaces retail from $65 to $10,- The 


| 


gift consists of a set of four satin. 
000, the closures from $37.50 to $1000. sloch Freres linen handkerchiefs, em- Display measures 23 in. high 
Contact Maurice Goldman & Sons, broidered with the Melanie motif. in. wide, 1142 In. deep. 


10 W. 47th St., New York. There is no limit to the number of 
awards that a clerk can win. Once 
qualified, he or she need only fill out F 
eae : ut oster key holders come 
Dason catalogue called a Melanie Sales Award form and mail r Y 
with fraternal emblems 


largest in firm's history it to Wallace Silversmiths, Inc., Wal- 
lingford, Conn. Key 
it f fraternal! 


ue, [ < Rh 
sonalized with emblem of 


‘ : | 
holder from Foster comes pe! 


Dason’s new, 1960 catalog 
largest ever. is now ready fo} 
tributio} organizations. 
PrIDULIOT . . . . 17 
Fach holder features the “Pul] 


More than 850 items of jewelry 





Croton Nivada Grenchen 1960 
catalogue now ready 
1960 catalogue of Nivada 


watches is now available. 
cata- Part” design that enables the user to 


illustrated in full color. Each item 

shown with retail prices, so the jev Croton’s 

book as a virtual ‘32 Grenchen 

which it Printed in three colors, the 
logue illustrates a comprehensive se- separate his keys easily. 

from Croton, Ni- Six holders come individually boxed 


in a display unit, and retail for $3.50 


jewelry showcase,” 
is the book’s title. 
Included is a confidential list of lection of watches 
vada Grenchen and Sussex. 
Contact Croton Watch Co., Inc., 404 plus tax. 
Ave., New York. Contact your Foster wholesaler. 


cost prices. 
Contact Davidson & Sons Jewelry 
Co., Inc., 20 W. 47th St., New York. Fourth 
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Counter card from Speidel 
shows six watchband styles 


Speidel’s new counter-window dis- 


play card features its “‘six most popu- 


ir styles” of ladies’ and men’s watch- 

inds. 
Prominently displayed is the new 

‘Twist-O-F lex,” as introd and 
romoted on Speidel’ 

“The Price is Right 


+ 


act your Speide! 


Wyler publishes manual on 
service of automatics 


Wyler Watch Corp. has announced 


publication of a new manual on 


techni servicing self-winding 
watches. 
The purpose of the new booklet is 
to help the jeweler realize the po- 
selling higher priced au- 
Once he has a better un- 
derstanding of the workings and 
servicing of automatics, Wyler 
the jeweler will have more confidence 
in selling them. The manual is based 
on Wryler’s new “Dynawind” series. 
Contact Wyler Watch Corp., 131 E. 
23rd St., New York. 


tentlal i1n 


tomatics. 


Says, 


Richie Creations offers novel 
cufflinks and tie clasps 
Richie 


and cuff li 


movements of jeweled 


Creations’ novel tie clasp 
nk sets are made from 
watches, 

come in either gold or silver plate. 

T | manufacturer 

create lots of comment. 

retail for $6.95, tie 

for $3.95. Complete set sells for 

Contact Richie Creations, 728 San- 


cy } =F } } > 
som St., Philadelphia. 


Feature Ring ready with 
new Christmas mat service 


Feature Ring is now offering a com- 
‘te diamond jewelry ad mat service 
iewelers. 

The mats rge and small 
They feature fall and Christ- 


come in 
S1Zes. 
mas selling, and show many ideas fo) 
novel displays. 

Feature Ring whole- 
or write to Feature Ring Co., 
130 W. 46th St., New York. 


(_ontact vou} 


Plastic marking kit comes 
in two colors, three sizes 


Pryor’s most recently introduced 
product is an interlocking plastic let- 
ter and numeral kit for pricing and 
identification of merchandise on dis- 
play. 

Called ““Ad-On,” the plastic charac- 
ters come with individual pedestal 


ox 87 
Oe eae 


Cait 


: ve ¢ f 
; 5 Me ohh a : 
nah oH “ PLL 
‘ 7 te 
S : x , ol Ye 
eS. a a . yee % 
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; special clip attachments 
for use in peg board displays. 

The sets are available in white on 
black or brown on white, and come in 
three sizes. 

Contact Pryor Marking Products, 
134 S. Wabash Ave., Chicago. 


Helbros' fall advertising set 
for magazines, radio, TV 


‘“Helbros—boy what a buy!” will be 
the theme of the Helbros Watch Co.’s 
fall 1959 advertising program. 

Stressing “quality at a reasonable 
black and white insertions 
have been scheduled for pre-Christ- 
mas issues of Good Housekeeping, 
Life, Look, and the Saturday Evening 
Post. 

Helbros’ radio and television com- 
mercials will be closely integrated 
with the magazine ads. 


price, 


Zaria's new Nativity scene has yard high figurines 


Zaria Displays has created a new 
Nativity group display. 

Cast in latex with wood grain fin- 
ish, the eight-plece display includes 
Mary, Joseph, the Christ child, the 
and two lambs. The fig- 
ures range from 5%” to 37”. A gold 


three kings, 


sprayed 
avallable. 


twig covering arch is also 


The figures come in a variety of 
finishes, and can be ordered as a com- 
plete set or individually. 

Contact Zaria Displays, 434 Sixth 
Ave., New York. 





Golden Shield opens warehouse, 
doubles radio production 


Golden Shield by Sylvania has 
opened a new warehouse in Burlin- 
game, Cal. Said to be the largest of 
its kind in the country, the warehouse 
was built to meet the dealer demand 


J th LP er Ms 


for radios, brought about by what the 
company calls the “unprecedented ac- 
ceptance of the first models of the 
Golden Shield lines.” 

At the same time, it has been an- 
nounced the company is doubling pro- 
duction of its radios. 


New chronogator designed 
to check overall accuracy 


B & W’s newly available chro- 
nogator is claimed to be the only in- 
strument of its kind that checks over- 
all accuracy of stopwatches and other 
elapsed time indicators. 

The machine itself operates on 115 
volts 60 cycle alternating current; the 
watches can be actuated either by in- 
tegral synchronous motor or by Bu- 
reau of Standards radio station WWV 
broadcasts. 

Complete with 

record forms and instructions, 


accessories, cover. 
je). 
Contact B & W Associates, Michi- 


gan City, Indiana. 
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Jewelers displaying Bulovas 
get “authorized dealer" plaque 


New four-color Bulova “authorized 
dealer” plaque is being sent to all 
jewelers who feature Bulova watches 
in their window or counter displays. 

Made of molded plastic, it measures 
10” x 3”, has adjustable easel for 


arranging proper display angle. 


Brooklyn Folding Box has 
new four-color catalogue 


Brooklyn Folding Box Co. is dis- 
tributing its new catalogue of cotton 
filled jewelry boxes, “pop-up” gift 
boxes and other boxes of interest to 
the jeweler. 

Included in the four-color catalogue 
is a section on designs and type faces 
for special imprints. 

Contact Brooklyn Folding Box Co., 
Inc., 35 Kent Ave., Brooklyn. 


Community's “Fall Special" 
will be well advertised 

The “Community Fall 
good until Dec. 31, consists of a 58- 
yiece service for eight at the price 
or the standard 
“xtra pieces include serving ladle, 
serving fork, pastry server, serving 
spoon and salad serving set. 

It will be advertised in Good House- 


Spe lal,’ 


o2-plece service. 


| 
f 
I 


keeping, Redbook, True Story, Photo- 
play, Seventeen, Living for Young 
Homemakers, and Bride’s Magazine. 
Set retails for $89.75. Free dealer 
sales aids are available. 
Contact Community division of 
Oneida Ltd., Oneida, N. Y. 


JEWELERS 


Hermes says new cleaner 
has “‘clocksize’’ cleaning jar 


Hermes has designed a new larger 
model 1060 ultrasonic cleaner, with 
“the largest cleaning jar in the in- 
dustry.” The 6” inside diameter and 
the 6%” depth are said to make it 


. aan 
— aan 


possible to clean even 
easily and thoroughly. 

The cleaner has all the features 
the standard model 960, and does not 
require the use of specia 
solutions. 

The machines are availa! 
free trial basis. 

Contact you wholesaler, 
Hermes 
Sonic Corp., 13-19 Univers! 


New York. 


representative, 01 


Farrington's new display 
designed to show five watches 
Farrington Mfg. Co., Needham 
Heights, Mass., has designed : 
display box for Westclox. 
Designed to hold five ia 
watches, the box can be used 


pocket display kit or a store sales 
fixture. 

It is said that the showing of more 
than one watch in a single box will 
arouse interest in buying a _ second 
watch. 


CIRCULAR-KEYSTONE 





Eigin's Santa Claus display 
features reminder to shoppers 


Sverybody Wants an 





Elgin’s new Christmas window dis- 


play features a Santa Claus figure of 
colored styrofoam, and a calendar to 
remind shoppers that there aren’ 
left until C} 


many snopping aay 


mas. The quill per 
hand moves up and 
| of time. 


Klein w 


Flex-let offers new display 
for men's jewelry items 
A men 


jewelry display Is 
. . ’ 


tnis tall 
és » ; 
Replica 


The display 


e onened boxes of iews iry, ana 


Al gled 30 1t can be from any 
cation in the window. The unit 


with velvet and has gilt wire 


seen 


COVE red 
framing. 
Ask for Display 9170, from Flex-let 


Corp., 550 Fifth Ave., New York 


Ring Guild offers special mat 
for Christmas stones sales 
All jewelers using Ring Guild of 
America’s free mat service will re- 
ceive a specially prepared newspaper 
mat covering “Rings for Christmas.” 
The mat will go out automatically 


RCULAR-KEYSTONE, NOVEMBER 1959 


to all 
stone 
able t 


birth 
avall- 


jewelers now using the 


mat service, but is also 


vertise stone rings as a Christmas 
giit suggestion. 
Contact Ring Guild of America, 608 


Fifth Ave... New York. 


Gorham offers display unit 
for “Lullaby” sterling line 


“Lullaby” window or 
(1990) is available 


free to dealers ordering any 


Gorham’s 


counter display 


assort- 
items 0} 


ment of “Lullaby” sterling 


deale) cost of SOY.1D or 


Without me} 


AXTS 11 “7 
aValiaDIlé Or De). 


sets alt more. 


‘chandise, the display is 
Contact 


Mfg. Co., 


steZor alvision ft Cornam 


Freed offers Christmas display 
to push lay-away plans 


ih ERTL I 


Christmas 
“lay- 


3-dimensional 


" 
display is designed to advertise 


plans. 
The display is 

finished in 
Cost for this item is 
Contact Edwin Freed, 

16th St., New York. 


away 
-~ ee ‘) sf . . . an 
15 x 20”, and is 
COLOr. 

$3.90. 


Ine., 150 W. 


Versatile heavy duty engraver 
introduced by New Hermes 
New Hermes Engraving Machine 
Corp. has produced a new heavy duty 
engraver, model GTX Engravograph, 
especially for jewelry stores. It fea- 


any jeweler who wishes to ad- 


tures a spring loaded tracing 
which can engrave an area 12” 
in one setup. There are 21 engravil 
sizes possible from one master ¢ 
ratios range from 2:1 to 7:1. 

The machine is 
without motor and ) er. 

Contact your New Hermes field rep- 


; 
resentative or write to 154 W. 14th 


a New Yi 


atvrailah! 
avaliaD e 


rotatirg 


* — 


Togetherness is theme of 
Zodiac's ‘Two-ette Set" 
is Zodiac’s con- 


Is the “his and 


The “Two-ette Set” 
tribution to what it ¢a! 
hers”’ fashion trend. 


Identical except for 


Nordt supplements line of 
wedding ring blanks 


A new selection of white-on-yellow 
gold wedding ring blanks, totaling 25 
styles, is being offered by Nordt. 

The blanks are stocked in 4, 5, 
and 10 mm widths, in 
weights. 


Contact your wholesaler. 

















Figure 33. The new type of waterproof 


Figure 32. A typical waterproof watch case case with the bayonet _ fastening. 





The Gentle Art of QPENING CASES 


Sixth in a series of articles telling ® THE ABILITY TO RECOGNIZE how a watch case 


should be opened is very important in servicing 

“All About Waterproof Watches.”’ waterproof watches. Many watches come to the 
repairer with backs that are gouged, scratched 

Various types of case construc- and burred because someone has made an unedu- 
cated guess. 

tion are described this month With few exceptions, there are four distinct 
groupings of waterproof cases and four methods 
of opening them: 1, the screw-back; 2, the snap- 
back; 3, the push-out, and 4, the one-piece. 


Screwback Cases 
Most cases in use today that aim at being com- 
pletely impervious are of the screw-back variety. 
(Figure 32 shows a typical waterproof watch 
case.) The crystal (A) is usually about 1.30 mm. 
or thicker, fitting very tightly into the case bezel. 
The case frame (B) contains the bezel groove, 
the case pipe (1), the channel for the gasket (E) 
and the threads for the case back (F). The move- 
ment (H) may be held in place either by case 
screws or by a case ring (G) with springy fin- 
vers. When the case back is screwed down, the 
inside of the back contacts the fingers; and the 
By Henry B. Fried edge of the ring presses on the underside of the 
JIC-K Horological Co: mt dial shoulder of the movement, which keeps the 



































Figure 34. Typical snap-back case construction. 


Figure 35. The snap stem-and crown, used only 
in watches when the movements are removed 
from the front, is strong enough to be pulled 
out into the hand-setting position without dis- 
connecting. 





movement against the dial-reflector section of the 
The arrangement consists of the 
(D) and its gasket (C), which hugs the 


Case, crown 
Crown) 
Case 


pipe. 


Bayonet Type 

The bayonet type of case belongs in the same 
category as the screw-back, since the back must 
be twisted in order to be released. A new type, 
it has a rim that is cut out in sections. The sec- 
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Figure 36. The push-out case which uses no gasket. 


tions that remain are pressed into matching 
grooves in the edge of the case itself. Twisting 
the back of the case partially locks it in place. 
(The ‘“‘Seapearl,”” marketed by the Enicar Watch 
Co., is an example shown in Figure 33.) The re- 
inforced crystal (H) is strengthened by the re- 
flector (G) where it meets the case bezel. Notice 
that the edge of one of the three “bayonets” (F) 
is not uniform in thickness but assumes the taper 


of a thread. A spring (E) fits into a groove run- 





Figure 37. Finger positions for 
pushing out the case back. 





ning around the inside of the case. This spring 
is shown with two of its bayonet abutments into 
which the bayonet flange fits. If the case back is 
twisted, the flange will turn on one of the spring’s 
abutments. Since the flange is tapered in thick- 
ness, it will cause the case back (D) to move up 
toward the case top. This will cause the case 
back’s rim (C) to press upon the gasket (B), 
which rests on the inner shoulder of the case 
(A). The superiority claimed for this type of 
case is the tapered flange. In the form of a thread 
section, it is thicker and thus stronger and will 
not strip. Because only one instead of two or 
three threads is used, it can be machined finer 
and more precisely. The back of the bayonet type 
must be removed with a wrench. It comes loose 
with less than a quarter turn of the back. When 
loosening a wrench-type back (it feels loose with 
only a short turn of the wrench), turn the case 
on its back. The case will fall apart without pry- 
ing. The purpose of the spring is to lend resili- 
ence to the case back instead of a solid type of 
fastening. It is claimed that this prolongs the life 
of the gasket and helps seal the watch. 


Snap-back Cases 

A typical snap-back case is that used by Benrus 
(Figure 34). It is rather simple in principal. The 
O-ring gasket (B) rests in a groove, but the top 
of it remains above the surface of the case (C). 
Inside the case, at the left of the groove, is a 
semi-circular lip. The case back (A) also has a 
semi-circular lip. When the case back is pressed 
onto the case, the two meet. The rim of the case 
back is cut away slightly in sections in order to 
give it resiliency. It snaps over the circular lip 
of the case and snaps shut as shown. The O-ring 
gasket is compressed between the case and the 
case back, providing the seal. A distinct knife 
slit is visible in this type of case. Some watch- 
makers would prefer that means for opening the 
back of the case should be less easily available 


to the wearer. 


Push-out Cases 

This type, which has no gaskets, is used by 
many well known makers such as_ Benrus, 
Roamer, and Medana. It uses the snap-stem and 
crown (Figure 35). In an exploded view (Figure 
36) the case bottom is in the form of a cup into 
which the movement (D) with its snap-stem is 
fitted so that the stem is first placed into the 
case pipe. The dial reflector (C), which also 
serves to strengthen the inner edge of the crystal 
(B), is first placed in the crystal. The crystal 
is next placed over the ridge of the case bottom. 
It fits rather snugly and is further secured when 
the case top (A) is pressed over the edge of the 
ervstal. This squeezing of the case top over the 
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crystal, which in turn grips the rim of the case 
bottom, causes the case to be sealed. 

The snap crown is usually placed in position 
when the movement is put into the case before 
the crystal covers it. The crown is pulled into 
the setting position so that the case top (A) can 
be fitted over the case pipe with its U-cut in posi- 
tion over it. The case is turned upside down 
(Figure 37) with the thumbs pressing on the 
edge of the crystal and the fingers astride each 
case-lug. 

To tighten the case after assembling, the fin- 
gers are in the same position but the case is 
turned over. The thumbs contact the case back, 
and the other fingers contact the top of the case 
lugs. The same operation can be performed with 
a pressing device such as is used to insert a round 
plastic crystal. 

















Figure 38. A cross section of 
an assembled push-out ty 








Figure 39. A_ push-out 


with an adaptation for opening. 


The case is shown assembled (Figure 38). Ina 
new adaptation of this case (Figure 39), the 
opening is performed with a blade. It is inserted 
at the groove indicated by the arrow. By giving 
the case bottom an extending lip, leverage is pro- 
vided for the blade. 


One-piece Cases 

The one-piece waterproof watch case is one 
of the latest to appear. Also called the “Admiral,” 
because it was first introduced by Longines in 
the ‘“‘Admiral” series, it is becoming more widely 
adapted by many makers of waterproof watches. 
A cross section of the assembled unit (Figure 40) 
shows the extended shoulder supporting the 
movement, which is inserted from the top. The 
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Figure 40. A cross section of 
an assembled one-piece case. 


dial (A) rests on this shoulder or another pro- 
vided for it. To prevent the movement from shift- 
ing, the crystal’s lowest ridge is made wide 
enough to contact the dial. It secures the move- 
ment by pressing down on the dial’s edge at 
the point indicated by the arrow. 

The crystal acts as the seal against moisture 
as Well as the cover. This is accomplished by the 
shape of the bezel groove. The tangents supplied 
by the rounded edge of the crystal with the two 
angled surfaces of the bezel groove assure per- 
lect contact. 

lo remove or insert the crystal (Figure 41), 
reduce its circumference by constriction with a 
split-ringed plier (C). Its straight edge fits the 
upper ridge of the crystal. The circular cut-out 
of the pliers must fit exactly over the upper ridge 
of the crystal. Pliers with assorted adaptor rings 
are now used. By squeezing the arms of the 
pliers, the top of the crystal (A) will dome up- 
ward (B) reducing the diameter at least .25 mm. 
Rest the watch in your palm as you squeeze, and 
the case and movement will drop there. With the 
case uncovered, the movement can be removed 
after the snap-crown is taken out. 

(Figure 42 shows the entire operation in an 
exploded view.) The movement with its snap 
stem is adjusted to fit into the case shown below. 
The snap-crown is fitted and snapped over the 
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Figure 41. The crystal in the one-piece watch 
is removed by diminishing its circumference. 
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button of the snap-step. To remove the move- 
ment, the correctly sized pliers (the circular cut- 
out of the pliers must fit exactly over the upper 
ridge of the crystal) are placed over the crystal’s 
edge while the watch rests in the palm of the 
other hand. Squeezing the pliers allows the case 
and movement to drop into the palm of the hand. 

One must be careful assembling the crystal. 
The edge can be warped, scratched or chipped, 
which will destroy the waterproofing of the 
watch. Again, the case and movement with snap- 
crown in place is held in the flat of the other 
palm. The pliers grasp the crystal at its outer 
cylindrical edge. The pliers are squeezed while 


Figure 42. An exploded view of the one-piece case. 


the crystal is placed over the case bezel. Twisting 
the pliers and crystal while the crystal is in its 
case groove and easing pressure on the pliers 
slowly assures you that the crystal is being prop- 
erly seated. If the pliers are relaxed prematurely, 
the sharp edge of the case bezel will nick or chip 
the crystal (and then it must be replaced if the 
case is desired to remain waterproof). To test 
for security, push down on the crystal after it is 
inserted. If a snap is felt, the crystal is inopera- 
tive as a watersealant. The chief virtue of this 
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type of crystal is its great strength and resiliency 


. in its constant outward pressure against the 

ave the H iamond ager | , , 
WHO “ te Sales ‘Seaton? bezel-groove. Again, the only means of recogniz- 
ing such a watch case is the straight edge of the 


crystal (as shown in Figure 40), together with 
the apparent lack of notches, serrations, knife 
does the center dia- grooves or U-slot. The case appears completely 
WHAT mond in the average en- streamlined without edges or grooves. 
gagement ring weigh? A variation of the screwback type of water- 


, 


proof watch case (Figure 43) has as its chief 
virtue, a constant downward pressure upon the 


sealing gasket (C) during fastening. It is not 
WHY + ean tn ne - rubbed and twisted like other screwback types. 


is the world’s principal 
diamond cutting center? 


can you get the answers to 
HOW these and hundreds of other 
questions about diamonds? 


... by ordering your copy of 

The Diamond Industry in 

1958, the only work of its 

kind in the world. Its author, 

Dr. George Switzer, is cura- 

tor of Mineralogy at the 

Smithsonian Institution, the 

National Museum, Washing- 

ton, D. C. Send $1 to 

JEWELERS’ CIRCULAR-KEY- 

STONE, Chestnut and 56th Figure 43. A waterproof case with back whch does not 
- Sts., Phila. 39, Pa. eS ee ee Te OT Te rT pee 


pressure. 


The threads are on the outer surface of the 
notched ring (A). The case back (B) contains 
the position fixing tab. The gasket (©) fits on a 
shoulder on the inside of the case itself. The back 
rests on the gasket, but its tab fits into the slot 
(E). The ring is then screwed down, pressing 
on the cover which in turn compresses the gasket 
to provide the seal. 


JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts. 
Phila. 39, Pa. 


Please send me copies of The Diamond 
Industry in 1958. 


This type of screwback case is also used in 
alarm waterproof watches since the alarm ham- 
mer must contact a resonating post riveted to a 


Name 


Street 

particular spot on the cover. If the cover shifts 

slightly, the resonating post will not be in a posi- 

tion to receive the blows of the alarm hammer. 

With the positioning tab, this exact spot is always 

maintained. Zee 
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American Time Products. Inc 


580 Fifth Avenue, New York 36, N. Y. 
Gentlemen, — Please arrange a demonstration of the 


Drum or [|] Tape WatchMaster [|] Ultrasanic Cleaner. 
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WORKSHOP 
QUESTIONS 


and ANSWERS 


UNWINDABLE WATCH—An Eter- 
na automatic watch I have for 
repairs grabs the _ oscillating 
weight when wound by hand. 
That is, when the manual wind- 
ing operation is resorted to, all 
the automatic winding wheels 
go along with it and the weight 
spins around too. Our watch- 
maker finds it impossible to 
wind the watch with the crown. 
He feels that there should be a 
release or ratchet to prevent the 
turning of the automatic wheels. 
That all seems to be in working 
order, vet this strange action 
still takes place. What could be 
the trouble? Marshall’s JIrs., 
Florida. 
Answer: It seems that you 
have cleaned the watch just too 
well. As a result, the tiny clicks, 
four of them, are quite dry and 
inoperative. The clicks work 
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like alarm clock pallets so that 
no click springs are needed. But 
when they are dry, they will not 
arrest the click (ratchet) teeth 
of the tiny ratchets. The clicks 
must arrest any reverse action 
of the reversing wheels. Yours 
do not, so no winding is retained 
and any action from the ratchet 
(by manual winding through 
the crown wheel) will cause 
every automatic wheel to turn. 
What you should do is place a 
very slight amount of fine oil at 
the pivots of the clicks and an 
equally small amount on the 
ratchet teeth of the reversing 
wheels. The oil should be ap- 
plied so thinly that you will not 
be able to see it. This will pre- 
vent the reversing wheels from 
skipping and prevent “high- 
gearing” the oscillating weight. 
REBOUNDING BENRUS—I have re- 
cently serviced and cleaned a 
Benrus direct reading Model 
kG. The mainspring is a “white- 
alloy.”” After completing the job, 
the watch timed excellently and 
behaved well for a few days. To- 
day the customer returned it 
and stated that the watch was 
gaining between 15 and 20 min- 
utes daily. A thorough check 
showed that the watch was re- 
bounding, that is, it had too 
much motion of the balance and 
the roller jewel was coming 
around too far, knocking on the 
outside of the pallet fork horns. 
I have checked everything and 
it is definitely not the hairspring 
or the escapement. What is the 
fault and the remedy? Bennett’s 
Jewelry, Georgia. 

Answer: Your problem is not 
unusual with watches using al- 
loy mainsprings. After a while, 
the adjacent coils, rubbing upon 
one another, seem to become 
burnished and very smooth. 
When this is cleaned and some 
of the heat-treated surface crys- 
tals washed out, the spring acts 
very efficiently and excessive 
balance motion results. Also, 
some alloy springs seem to stiff- 


en with use. I called Benrus for 
you and they haven’t had sucha 
problem in the thousands of 
watches of this make that they 
have serviced, although I said 
that my experience with such 
springs included problems like 
yours. My suggestion is that 
you either replace the spring 
with a weaker one, or, as Mr. 
Matz of Benrus suggested, send 
the watch to them, addressing it 
to his attention. 


REGULATING UNITS—Am. inter- 
ested in obtaining technical data 
sheets on assembling of Incastar 
regulating units. Please for- 
ward this letter to the firm that 
could answer us. G. Kamikido, 
Oregon. 

Answer: Ineabloc Vibrograf 
of New York City markets this 
device, and they have forwarded 
an instructional sheet to you. 
This device has rollers instead 
of regulator pins, no stud on the 
hairspring. The spring is ac- 
tually pulled through these roll- 
ers to regulate the 
speed. The entire unit is then 
shifted on the bridge to put it 
into beat. Instructions for this 
type of operation have recently 
appeared in these columns. 


balance’s 


HOLLOWWARE CEMENT — Please 
inform this’ subscriber what 
type of cement and where same 
can be obtained that is used to 
cement and fill the handles of 
hollowware. Village Jiry. Co., 
Virginia. 

Answer: Your supply house 
has packaged material that can 
be used. Some use plaster of 
Paris. However, the following 
is a good formula for filling hol- 
lowware, gold cane handles, etc. : 
Heat common resin in a pot un- 
til it flows freely (without burn- 
ing) ; add plaster of Paris, stir- 
ring all the time, making certain 
that the mixture does not be- 
come too stiff with the addition 
of the plaster. When you think 
it is the correct thickness, pour 
some on a marble slab and let it 
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We repair all tyges of cases. ehrone- 
graphs and stainiess. and make coil 
springs for cases. We also sell used re- 
placement movements. 


Write for Information 


BECKER-HECKMAN COMPANY 
29 East Madison Street 


Chicago 2, Illinois 


cool. Try prying it off with a 
knife. If it snaps off with a 
metallic ping, the mixture pro- 
portions are correct. If it is 
gummy, there is too much resin. 
[If it is brittle, then you have 
added too much plaster. When 
you are satisfied, you can (slow- 
ly) pour it into the handle, place 
vour blade or fork tine into the 
mixture and allow it to harden. 
Do not overheat, as this will 
burn out the resin. 


GOOD WALL CLOCK—What advice 
can you offer on the best type of 
wall clock to replace a Western 
Union clock? The person wants 
the best timepiece (not electric) 
at a resonable price. He doesn’t 
need secondary 
clocks. Just a plain, accurate 
clock about 4 to 6 feet, whatever 
is best. — Spencer School of 
Watchmaking, North Carolina. 
clock 


regulators with observatory ac- 


“slaves or 


Answer: (,ood wall 
curacy are available. These are 
weight driven, but wound elec- 
trically. 
good wall clock regulator with 
pendulum and it will 
keep good time. In the long run 
they are cheaper than time ser- 
vice secondaries such as WU. 
Also, a good battery-driven bal- 
made by 
Hamilton or keeps 
chronometric time and should 


Also, you can obtain a 


second 


ance clock such as 


Sessions 


answer vour needs. 


LIKES TO LEARN—I have been 
repairing clocks and watches for 
58 vears, and still like to learn. 
Where can I obtain copies of 
“Clock and Watchmakers of the 
World” and “The Book of Amer- 
ican Clocks”? How much will 
these cost? Coleman Bage, New 
Jersey. 

Answer: Both books may be 
obtained from H. Birnbaum of 
218 E. 59th Street, N. Y., N. Y. 
Baille’s book, ‘“‘Watch and Clock- 
makers of the World,” 
about $6.25; Palmer’s book on 
American watches and clocks 
retails for $7.95. 


costs 
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Bit MOKKERPER: full cnarzgze renera 
ledger, trial balance, retail jewelry 01 
allied fields; desires diversified dutie 
and selling; New York City; addre: 
ae at SS.’ care of JC-kK 


RATES AND REGULATIONS WATCHMAKER; good mechanic ; 


‘ars’ fine store experience ; 
charge repairs, sales; Ne' Yo 
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A box number when used in ad counts 
7 as five words, that is, “Address #13, 
No Agency Commission. care of J C-K.” 


extra to cover postage must be enclosed. 
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Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 
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original letters of recommendations. 
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EXPERIENCED diamond man _ 20 
years: buying, assorting, mounting 
loose goods; wants connection with 
ituati ns W Se ee ope ee | a ee reputable firm; New York City pre- 

Si allo anted merchandising address ‘N -5067 ferred: will go out of town if salary 


warrants: address, “519.” care of 
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SEASONED 





ORDER BLANK FOR CLASSIFIED 


ALL ORDERS: CASH IN ADVANCE 
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Lines Wanted 


SALESMAN with old established fol- 
lowing in all Southeastern territory, 
retail jewelers, selling semi mount- 
ed diamond line in volume: would 
like small loose stone line; top 
references furnished: address, “*R, 


9386.” care of JC-K. 


SALES REPRESENTATIVE: many 
vears experience calling on better 
rated stores in Western States and 
Texas: large personal following: 
seeking lines complimentary to but 
not conflicting with 14K line of 
men's, ladies’ and charm jewelry: 


“R, 5399.” care of JC-K,. 


address. 


selil-windl 


proof numbers, private br 
dials nanagement 
? 


‘ ie ugervestTions tron 


img Mmie}prie 


110 


terested in mal 


address, “B 





SALESMAN 


Side Lines 


xclusive short line eg 
to wholesale trade 
opportunity 

re of JC-K 


rT 


for manufacturer's com- 
pact line of 14K gold charm brace- 
lets and plain wedding bands, to the 
retailers: address, “R, 5352.” care 


of JC-K., 


SALESMAN for Texas, Oklahoma, 
Louisiana and Arkansas; fine line 
of sterling silver and silver plated 
hollowware; state experience and 
references: address, “F, 5359.” 


care of JC-k. 


Middle West calling on 
wholesalers for terrific value: 
beautifully boxed simulated and 
cultured pearl line; liberal commis- 
sion: small lime: address, “G. 


5369.” care of JC-K. 


SALESMAN, 


SALESMEN WANTED; manufacturer 
of well established popular priced 
line of silver plated hollowware is 
open for good representation § in 
Southeast, Southwest territories and 
also Midwest; address, “L, 5392,” 
care of JC-K, 





SALESMEN; leading importer of finest 
quality transistor pocket radios: highly 
acclaimed bv credit jewelers: desires 
hearing from salesmen who carry no 
more than one other short line: Sales- 
men must have excellent contacts to 

adadre _ 


COMMISSIT} 


f JC-kK 


LEADING MANUFACTURER of com- 
plete jewelry box line in plastics, 
velvets, ete.; outstanding fer qual- 
itv and style: has Chicago, South- 
west, Great Lakes and Midwest ter- 
ritories open for sales to chain 
stores, jobbers and better retailers: 
steady commissions; THE ALSTEN 
CO., 71 Jefferson Ave., Jersey City. 
N. J. 


COSTUME JEWELRY manufacturer 
selling direct to retail stores for 
over |I0 vears, now revising terri- 
tories; wants only experienced men 
calling on retail jewelry and special- 
ty shops: we have a 2 case line 
and pay 12% commission; we are 
one of the top manufacturers of 
prong set rhinestones and colored 
stone merchandise; also beaded 
and manipulated goods: will con- 
sider only men with previous ex- 
perience selling costume jewelry; 
give full details as to territory cov- 
ered and firms worked for, ete.; 


address, “L, 4974." care of JC-K. 








Help Wanted 


Ix 


WANTED: EXPERIENCED WATCH- 
MAKER: permanent position: good 
wages: BITTER™MAN BROS., 
LEADING JEWELERS. 202-204 


Main St... Evansville. Indiana. 


PRODUCTION MANAGER; seamless 
wedding ring factory, Newark: must 
know all phases: top salary for 
right man: address, “M,. 5345.” 
care of IC-k. 


OPENING FOR full time combination 
watchmaker. jeweler, engraver, for 
retail store; well equipped shop: 
$3.00 per hour; located in N. E., 
Ohio; address, “P, 5231. care of 


JC-k. 
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WATCHMAKER experienced; five day 
week; ideal working conditions in 
Northern Ohio City, permanent job; 
State age, experience, salary expected, 
in first letter; address, “R., 2165."" care 
of JC-K 


WANTED: experienced store manager, 
watchmaker/engraver ; imaginative cus- 
tom jeweler, all-year operation in Flor- 
ida salary, bonus; write, “B., 5370,” 

of JC-K, background, experience, 
references, availability 


‘ED jewelry repairman fo 
lity retail store, Central Ari- 
ate age, references, salary de- 
first letter: position availabl: 


0: address, “G 


\NAGEMENT Trainee for 
Newark and Summit, 
Abilene, Texas; under 

f (seo. Busch, sole ownel 


Hect. ORANGE. N. J. 


SALESMAN with following in the bet- 
ter stores in the New York City and 
surrounding areas to carry well 
established line of 14K men’s jew- 
elry: a good income assured for the 
right man; all replies confidential; 


address, “528.” care of JC-kK. 


EDDING RING SALESMAN: large 
Newark Seamless ring manufac- 
turer needs top notch man for East 
Coast: wholesale and chains only; 
following must accommodate large 
factory production: address, “C, 


5343.” care of JC-k. 


ANTED: CREDIT JEWELR \ 
SALESMAN for Midwest jewelrs 
chain; unlimited opportunities: 
good benefits, advancement for 
man who can promote and pro- 
duce volume; address, “C, 5362. 


care of JC-K. 


ANTED: WATCHMAKER to _ do 
quality work only: no selling or 
store duties; 5 day week; American 
Gem Society Store; salary commen- 
surate with abilitv: start Jan. Ist: 
CORNELL JEWELERS, 53 Water 
St.. Newburgh, N. Y. 


WANTED AT ONCE—2 WATCH- 
MAKERS in one of the oldest and 
better home-owned stores in the 
South: must be competent, reliable 
and sober and have sufficient ex- 
perience in the bettér class watch 
work: commission basis; address, 


“S. 5391.” care of JC-K. 


SALESMEN for Southeast, So 
"est Coast territories witl 
among dept 
shops to represent 
priced line 
are and chrome 


vclaire 


ELL KNOWN WATCH IMPORTER 
of quality line has opening tor 
salesman with following. to call on 
retail jewelers in New York State, 
New England and Penna.; excellent 
opportunity for capable aggressive 
man: give full details: strictest 
confidence, address, “Z. 5372.” 


care of JC-k. 


DIAMOND RING SALESMEN: lead- 
ing promotional diamond ring firm 
needs additional salesmen in South- 
east, Southwest, Ohio, Michigan, 
Indiana; many established accounts, 
dealer aids; drawing against com- 
mission; complete line: every tvpe 
of ring: give full details in first 
letter: address, “S, 5393.7 care of 


JC-K, 


‘XPERIENCED salesman for estab- 
lished territory; substantial income, 
calling on better retail jewelers and 
department stores; well-known 
manufacturer of gold and gold 
filled jewelry has opening in Iili- 
nois, Michigan, Indiana and Ohio: 
give details first letter; replies 
strictly confidential: address, “A, 


5366.” care of JC-K, 





SALESMAN for Missouri, Kansa lowa 
Nebrasks calling on retail jewelers 
territory is well established for many 
years; Dason Stone Rings, wedding 
rings pendants and cultured pearls: 
geod opportunity for right man: liberal 
array avainst mimis rive full 
details in first | DAVIDSON & 

Jisse an. € ., 20 W. 47th St 


ort ("it 


SALESMAN for California and ad- 
jacent territory to carry quality 
watch line of leading importer; 
would consider proper party with 
strong non-competing line and 
who would give our line equal time: 
capable man can make money with 
our line: give full details in con- 
fidence; address, “W, 5373.” care 


of JC-k, 


SALESMAN FOR 10K and I4K better 
made ring line, all originals; must 
be experienced and familiar with 
Mid and Southwest territory where 
line has been well established; this 
representation change, the first in 
20 vears, has been brought about 
by illness; THE HOUSE OF 
KRAUS, INC... 300 Stanwix St.. 


Pittsburgh 22, Penna. 


ANTED: MANAGER for credit jew- 
elry store; located in ideal, progres- 
sive, Midwestern citv; if vou feel 
vou are being held back in life in 
your present employment, write us 
for details and location; top salary. 
commission and bonus; only those 
interested in a secure and sound 
future need reply; all replies held 
strictly confidential: address, “J, 


93603." care of JC-K, 


SALI 


For Sale 


Stores, Stocks and Buasinesses 


JEWELRY STORE: Miami, Fla 
tio >» year ' addres “Pp 
of JC-K 


JEWELRY STORE: established 30 years, 
Central lilinois: rood location : idea] 
for husband and wife operation; ad 

dress, ‘“K.., 9384," eare of JC-K 


WELL ESTABLISHED California die 
struck wedding ring manufacturing 
business: hundreds of active ac- 
counts on West Coast and Texas; 
includes stock, dies and equipment; 


“E., 5298.” care of JC-RK. 


address, 


NE-MAWN TRADE SHOP fully 
equipped; established over 10 years 
reason for ieaving other business 
terests C & S JEWELERS & EN 
(GRAVERS, Salisbury, N. CC 


NG ESTABLISHED je 
Southern Illinois, Court 
ent opportunit 

ent : will ‘ 
build ! 

ao CA) f 


JEWELRY BUSINESS, | established 
since 1844, for sale; located in 
center of business section of thriv- 
ing municipality in Southern New 
Jersey; reason for sale, death of 


owner: address, “W. 5356. care 


of JC-K. 


ATTENTION WATCHMAKERS and 
semi-retired jewelers; real oppor- 
tunity to take over full set of up 
to date blond store fixtures; triple 
bench, safe, material, watchmakers 


tools. ete.: lease available: store well 


established in Southern Calif.: ad- 


“S.. 5358." care of JC-K. 


dress, 


Ane 
pe Tr 
ck: ; 
‘art ol 
,ortheastern Ca 


JEWELERS, ALTURAS, CALIF 


jewelery, gif 
of 


SSTABLISHED 
store: only one in tow? 
pletely remodeled; best cCatior clean 
iewelry stock, unusual gift line: mod 
ern blonde lighted fixtures low over 
head, good lease; $13,500.00 complete: 
$7,000.00 will handle address, “R 


‘ 


409," care of JC-K 


CASH NEEDED to liquidate partner- 
ship; reduced to $5,000 purchase 
price; includes inventory of new 
merchandise $6,000, fixtures, lights, 
displays, safe; large, attractive, 
everything intact; new owner can 
walk in to a going business; estab- 
lished 50 years; only those pre- 
pared to make cash settlement need 
apply; good cash and credit store; 
excellent price and time for holiday 

business; address, “S, 5357,” care 


of JC-K. 





For Sale 


Tools, Equipment 





Business Opportunities 


SELL STORE? GORDON BROTH- 
ERS! Our reputation tis your cer- 
tainty . . . of maximum price. 
speed, reliability, facilities to meet 
individual needs. Oldest and largest 
eash buyers in the country. See ads 
below. 


LIOLIDATE? GORDON BROTHERS! 
Flat sale or auction, prestige or 
volume operation ... give your 
sale on commission basis, the bene- 
fit of our 54 years experience and 
extensive organization. See § ad 
below. 


CONSULT GORDON BROTHERS! 
America’s most complete service in 
cash buying and liquidating jewelry 
stores and stocks. Consult us on any 
phase without obligation, 38 Brom- 
field St.. Boston. Hancock 6-3233. 


ANTHONY J. GREGORY, auctioneer. 
6748 No. Ashland: Briargate 
11-7303, Chieago 26, Hl. 


prot 


eT r¢ 


AMERICA’S best known jewelry auc- 
tioneer; over forty years in this pub- 
lication as an advertiser: Thomas J. 
Fausett, 521 Fleming St., Howell, 
Michigan. See page 1350. 


HIGH GRADE — NORMAL HAIR- 
SPRING VIBRATING; since 1921: 
service available to jobbers; mail 
orders promptly handled; EMMA 
GIRARDIN, 96 Rumson Rd., Little 
Silver, N. J... SHadvyside 7-1283. 


BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St.. 
N. Y¥. C., over 35 vears successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad page 128. 

SAMUEL GANSBERG, INC., will buy 
your surplus or entire stock and fix 
tures; highest prices paid: 
trade references ‘Tite, 

Lane, New York, Telephone 


hobby 





rerence 


INSON, WAHOO 


JEWELERS SALES SERVICE; a pro- 
fessional sales organization’ to 
serve vou; AUCTION-ACTION,; re- 
tail or liquidation; 25 vears sales 
experience; your reputation § pro- 
tected: immediate cash for store, 
stocks, fixtures; PHONE, WIRE, 
WRITE: 512'% 8S. Main St., Los 
Angeles, Calif.;: Phone MAdison 


6-0828. 


DEALERS LIOUIDATION SERVICE; 
The West Coast’s largest specialists 
in ALCTION—ACTION—PROMO- 
TIONAL — CLOSEOU T—RETIRE- 
MENT SALES: cash buvers of 
entire inventories and estates; for 
information at absolutely no ob- 
ligation PHONE—WIRE—WRITE 
to DEALERS LIQUIDATION SER- 
VICE, 742 N. Highland, Los Angeles 
38, Calif.: OLeander 5-6496. 


NATIONALLY WELL KNOWN, highls 
respected successful establishment 
with sales exceeding $400,000, sell- 
ing most popular fine jewelry item 
to retail jewelry stores and with 
unlimited growth possibilities, seeks 
merger with fine, reputable jewelrs 
concern wishing to expand or di- 
versify; only responsible, well listed 
jewelry concern considered: prin- 
cipal only: address, “F, 5405.” care 


of JC-K. 


MARTY MILES SALES, INC.: guar- 
antees quick action-cash profits: 
our service costs you nothing: tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed: planned in 
advance and is under constant su- 
pervision of our executive staff: 
vou can afford the best; write, wire. 
phone, MARTY MILES SALES. 
INC.. 910 N. E. 136 St... Miami. 
Fla.; PLaza 77-2973. 


DO YOU WANT TO SELL YOUR 
BUSINESS? DO YO NEED 
CASH? We will pay cash or con- 
duct a flat supervised auction sale: 
we have conducted over 1000 «ales 
in the past ten years alone: do not 
accept less than 100c on the dollar 
for vour inventory, accounts, or fix- 
tures; WRITE... WIRE...CALL 
COLLECT ... We will come to see 
you in your store at our expense, 
you are under no _ obligation: 
SILVERMAN SALES ENTER- 
PRISES, 580 Fifth Ave., N. Y. 36. 
N. Y. Tel PLaza 7-4693, 
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Wanted to Purchase 


SURPLUS? GORDON BROTHERS! 
With our wide outlets, we can use 
vour surplus, all of it, whatever it 
is, and pay you more for it. Just 
drop a line or phone collect for de- 
tails, 33 Broomfield St., Boston, 


Haneock 6-3233. 


JEWELRY DEPT. in well established 
department store; sales and repair; 
experienced operator; address, *T, 
5396.” care of JC-K. 

CASH BY AIRMAIL: new and used 
watches, diamonds, jewelry, gold, 
gold-filled, watchbands, anything: 
reference Dun & Bradstreet; S. W. 
HORA, 1810 Netherwood, Memphis 
14, Tenn. 


WILL BUY: want a quality store with 
established reputation in town of 
5000 to 100,000 population: must 
be realistically priced; spot cash; 
CHARLES SHANE, JR., 234 Euclid 
Ave.. Cleveland 14, Ohio. 


STORES WANTED: Midwestern credit 
jewelry chain interested in acquir- 
ing additional stores in towns of 
10,000 or more population; we are 
not liquidators or brokers; we are 
the principles and can do business 
immediately: address, “S, 3364,” 


care of JC-k. 


llled ere 
WILMOT'’S 


ry ipid 


STORES WANTED: expanding chain 
looking for stores in the South and 
Southwest that meet the following 
requirements; 1—must be in town 
of 60,000 to 250.000 population: 
2—must be 95% to 100% Iloea- 
tions; replies confidential; IRA 
MARKS. MARKS BROS. JEWEL- 
ERS, 209 S, State St.. Chicago, I. 
WEbster 9-2900. 


-MAX FOR QUICK 
ier trade-it 


Tiey 


SPOT cash for diamonds, watches 
new or old, miscellaneous jewelry: 
check by return mail subject to 
your acceptance; we have unlimited 
capital for this purpose; established 
since 1919: for references, Michi- 
gan Avenue National Bank of Chi- 
cago and Jewelers’ Board of Trade. 
Harry Elkins & Company, 59 East 
Madison Street, Chicago, Illinois. 


Randolph 6-7390. 


‘ASH in: send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames: gold filled serap, sil- 
ver. gold and any other precious 
metals and jewels for highest 

prices: we send you a check at once 

and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 

Jewelers’ Board of Trade, Dun & 

Bradstreet. Weinman’s Dept. kh, 
108 Beale Ave., Memphis, Tenn 





Watch Work, etc.. for 
the Trade 





QUALITY watch repairing our spe- 
cialty for 25 vears: perfect work- 
manship, finish, timing: trial ship- 
ments solicited: OSCAR ARON, 62 
W. 47th St... New York. N. Y. 


VIASS 


DEPENDABLE: FAST: ECONOMI- 
CAL: Watches safeguard in Holmes 
vaults: work Watch Master tested: 
ask for price list or send trial 
order: TICKE TRADE REPAIRING 
SERVICE. 962 ~~ Flatbush Ave.. 
Brooklyn 26. N. Y. 








Special Order Work and 
Repairs for the Trade 
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Gnd Ir Beeclueron 


8:45 MONDAY MORNINGS 


“With the Christmas season coming on, your 
sales force can be trained to do a better job 
through store meetings,” says a letter from H. 
kK’. Underwood. He is president of Underwood 
Jewelers, Inc., of Jacksonville, Fla. 

Since few jewelers seem to realize the advan- 
tages of store meetings, since this pre-Christmas 
month is the time of times to get such a program 
into gear, and since Mr. Underwood has had 
considerable experience along this line, let’s see 
how he thinks staff meetings should be con- 
ducted : 

How often. Once a week, when there is some- 
thing worthwhile to discuss. Certainly the ac- 
celerated activities of Christmas offer an endless 
pumber of “‘worthwhile’”’ subjects. 

What time. Monday mornings, for 15 or 20 
minutes before regular opening time. 

Objectives. To call attention to any complaints 
that had occurred since the last meeting, to ex- 
plain store policy, to answer questions or em- 
ployee gripes, and to give sales pointers. 

“Unfortunately, all clerks are not super-sales- 
men, but the majority can improve. A five-minute 
talk on some facet of selling will be welcomed 
eagerly and, in some instances, will be put to use. 
The clerk who transmits information to the cus- 
tomer that came to him from the top of the or- 
ganization speaks with authority. 

“The more he knows about your merchandise 
and the better he understands you and your poli- 
cies, the more valuable he becomes to you and 
vour store. 

“A good commercial film is excellent—provid- 
ing it is not a ‘hard sell’ for one manufacturer’s 
product. Most sales people are hungry for in- 
formation about the merchandise they sell. Know- 
ing the answers gives them confidence. The talk- 
ative, glib salesman is a flash-in-the-pan pro- 
ducer. But the informed clerk builds a loyal 
following and wins new customers.” 


Top merchandising counsel agrees with Mr. 
Underwood as to the value of sales meetings. 
Brand Names Foundation, for one. Not long ago 
a well-known jewelry organization was trying 
hard to win the “Brand Name Jeweler-of-the- 
Year” award. Year after vear it competed, but 
it always missed the top award. Finally, the 
organization got an inside tip: “You have not 
been using staff sales meetings.’ The owner 
erabbed the suggestion and promptly qualified 
for Brand Names’ highest honor. 

Today sales meetings are a valued part of this 
jeweler’s annual program. Maybe you, too, should 
look into the sales meeting idea, even if you have 
only three or four employees. 

November is a good time to start. A program 
begun this month will benefit your Christmas 
business. Your sales people will have a better 
understanding of you, your store policies and 
your merchandise and they will be better 
equipped to make more money for themselves. 


MOUNTAINS OF FIGURES 


New facts and figures about retail jewelry 
store operation are taking shape. The Retail 
Jewelers of America and this magazine have 
planned and financed the current study, in an 
effort to produce more information of use to the 
industry than either sponsor had _ obtained 
through independent research in other years. 

The information will be vast indeed, judging 
from the size and number of sheets which are 
flowing from IBM tabulating machines. Each 
tab sheet is nine feet long, and each has between 
six and nine columns of figures. All told, there 
are 222 tab sheets. End to end, these sheets would 
stretch three times the height of Hoover Dam 
or twice the height of the Eiffel Tower. 

As you read this, those columns of figures are 
being analyzed and interpreted. Soon they will 
be released, as a source of guidance for the trade. 


elit YOKE 


EDITOR 


JEWELERS’ CIRCULAR-KEYSTONE 
































To be sure of quality, consumers ask for incabloc-equipped watches. Leading 
watch manufacturers and wholesalers have endorsed the consumer advertising 
campaign emphasizing incabloc as the distinguishing feature of quality 
jeweled-lever watches. The incabloc protective system, scientifically engineered 
by The Universal Escapement Ltd. of La Chaux-de-Fonds, Switzerland, 


is sold exclusively for use in jeweled-lever watches. It is the consumers’ guarantee 
that he is buying a precision timepiece. Convert this strong consumer demand 

into jeweled-lever watch sales...feature incabloc in your store and advertising. 
For free sales aids and advertising materia! write to 

incabloc Corporation + 730 Fifth Avenue -+- New York 19, N. Y. 











New SILVER FLOWER* 


Last call! Urgent reminder! Plan now to boost your pre- 
Christmas sales with Community's terrific fall special: 
Six extra serving pieces (normal retail price: $27.50) 


free to every customerwho buys a complete 52-piece set of 
“COMMUNITY, THE FINEST SILVERPLATE. Total price, including 


king-size storage chest in blond or mahogany finish: only 


$89.75! 
For your customers, a tremendous value. For you, in- 


creased traffic and sales with no reduction in markup! 
Community is promoting this remarkable offer with na- 
tional ads in Good Housekeeping, Redbook, Living for crafted by 
Young Homemakers, True Story, Photoplay and Bride’s ee eee ee 


makers of distinctive tableware 


Magazine. 
‘ ; ‘ HEIRLOOM* STERLING ONEIDACRAFT*® STAINLESS 
Call your Oneida wholesaler or representative, or write COMMUNITY* SILVERPLATE ONEIDA* DINNERWEAR 


directly for merchandising aids and complete details . *TRADEMARKS OF ONEIDA LTO., ONEIDA. N. Y 
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